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INTRODUCTION 
Public Relations: A Management Function 
Recognizing that an organization cannot realize a true public 
relations program unless the policies of that program are interwoven 
hroughout the organization, it is understandable that a single depart-
ment of public relations or merely a public relations director cannot 
be expected to shoulder a job which is the task of the entire institution. 
It is one of the jobs of the public relations representative to 
sducate the various components of the institution in public relations 
practices. And one of the most important components with which the 
public relations person must concern himself is the executive group* 
Executives are the deciding factor in the approval or rejection of 
aew PR proposals. And the executives are in turn the greatest potent 
bial segment for diffusing public relations practices throughout an 
Institution. 
With good public relations for a whole organization as the main 
objective, this study is designed to aid the PR director in the introd"* 
action and maintenance of public relations practices among the execu-
tive force. 
A Long Range Observation 
To eliminate any misconceptions, public relations will be consider-
ed herein as more than just a superficial publicity coating. As Paul 
Sarrett, director of public relations for General Motors Corporation 
aas written: 
Public relations is not something that can be applied to a part-
icular phase of the business—nor is it an umbrella covering everything 
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but touching nothing. It is rather a fundamental attitude of mind—a 
philosophy af management—which deliberately and with enlightened 
selfishness places the broad interest of the customer first in every 
decision affecting the operation of the business. 
Defined broadly, good relations with the consuming public is not 
something that industry can achieve through publicity or through the 
activities of a particular department of the organization. Public 
relations is not a specialized activity like production, engineering, 
finance, sales. It is rather something that cuts through all these 
as the theme for each. It is an operating philosophy that manage-
ment must seek to apply in everything it does and says. 
Public relations, which could be rephrased, relations in the 
interest of the public, might be regarded as a deep, internally sign-
ificant set of guideposts. 
To plant these guideposts, in the form of proper public relations 
procedures, is the responsibility of public relations personnel. New 
trends in PR practices should be launched and perpetuated. In this way 
the institution can remain young public relations-wise—and otherwise. 
This is today's objective of PR directors and departments. But, 
to my mind, this is only the beginning of the public relations doctrine* 
Public relations principles, actually as old as the teachings of Christ, 
are an infant in the world of business and industry. It is my belief that 
these ideas will grow at an ever-increasing rate and, after a long period 
of time, specialists (as conceived today) in PR will become as obsolete as 
last month's jet fighter. 
As the deep-seeded ideals of true public relations become known and 
understood by all top administrators in the years to come, it is very 
possible that public relations will assume a role in business and industry 
that will be not unlike a creed. 
It is probable that the public relations specialist will continue to 
perform a function of forecasting still more advance ideals but many of 
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his present day activities will be assumed by executives as the public 
relations creed becomes a reality—inseparable from the actions of 
every responsible individual in an organization. 
This Public Relations Utopia is a long way off but with it as an 
objective^we can at least work in that direction* 
It is sincerely hoped that this survey and my evaluation of its 
findings will help towards furthering the public relations ideology. 
And even though my conception of the correct public relations ideology 
may vary with that of some readers, these observations of PR directors 
going about their daily task of diffusing and interpreting public 
relations principles should be of some interest to all associated with 
the field. 
This Study 
At the outset of this study it was hoped that through interview 
and questionnaire techniques, some aspects could be gained of the methods 
by which public relations is being presented to executives. 
Of the seventy-one questionnaires sent to public relations depart-
ments of companies all over the country, 67.6$ were returned. Of almost 
a score of public relations people in the Boston area from whom inter-
views were requested, 100$ consented* 
Judging from added comment on returned questionnaires, plus enthu-
siastic discussions in the interveiw process, the subject of educating 
executives in public relations is a vital one to PR people. 
However, as the research unraveled, it became more and more 
evident that the study was not going to produce a check list of persua-
sive methods and techniques. Methods and techniques were not to be 
simply categorized into various means of approaches that could be ad-
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justed to a particular situation as an engineer adjusts a formula to a 
problem. 
The research continued with the hope that a common denominator of 
the information collected would eventually appear in terms of guiding 
principles or patterns. 
Finally, the correlation between the various pieces of information 
began to take shape. The final forging came about following consider-
ation of the experiences of the Harvard Business School in its conduction 
of a management training course for seasoned business executives. 
PART ONE 
UNDERSTANDING PUBLIC RELATIONS 
CHAPTER I 
EVIDENCE OF AN INDIVIDUAL CONDITIONING CYCLE 
A* Business Scene Analogous To The Academic 
The public -relations representative in effect is more than often 
cast in the role of the educator when seeking to introduce public re-
lations practices to management. 
And even though the business environment in which the PR person 
must operate is considerably different from the academic atmosphere 
of the college or university, there still is something to be gained 
from observing comparable teaching techniques and learning procedures 
as evidenced in the academic world. 
B. Academic Cycle of Understanding 
The experience of the Harvard Business School in its Management 
Training Course seems most appropriate for lending insight to how 
an understanding of a subject like public relations appears to be devel-
oped. 
Harvard's three month course is offered to executives about to 
assume top responsibilities. Its objectives stress the importance of 
human relations and industry's responsibilities to society—concepts 
very much in keeping with the public relations doctrine. 
1. Harvard Teaching Techniques 
Individual lectures are planned to stimulate discussion and 
set the stage for questions relative to human relations that many 
executives never considered before. (Often -the management trainees 
are specifically selected because of a deficient comprehension of 
^Assistant Dean Harvey P. Bishop and Professor Charles I. Bishop 
and Professor Charles I. Gragg, Harvard University, Cambridge, Mass. 
human relations or because their activities have confined them to 
a specialization that makes for an inadequate understanding of 
company responsibilities to the wider society.) 
2. The Learning Cycle 
The teaching technique was thus one which led the executive 
student up to a certain point but the answers were left to the 
reasoning powers of the student. Each group of trainees were 
noticed to pass through a distinctive learning cycle. 
In the beginning period of adaptivity there was evidence 
of dissatisfaction and a "where are we going" attitude. As evid-
ence accumulated and as executives were stimulated to consider 
areas that had never been considered before, (or had been viewed 
as not pertaining to business), a pattern for understanding emerged. 
a 
This followedAconditioning period of about six weeks. 
3. Boston University Experience 
An almost identical learning pattern was experienced by this 
writer's fellow graduate classmates as our introduction to public 
relations at Boston University unfolded. 
At first, courses and subject matter seemed irrelevant and non-
conclusive. As a new receptivity grew with investigation of areas 
that seemed at first vague, a point was finally reached when the 
loose ends began to make sense and material that had seemed unrelat-
ed became pertinent and invigorating. 
Different individuals grasped the fuller significance at various 
stages along the line. Likewise did the management trainees at 
Harvard. 
C. Process of Individual Comprehension 
Understanding concepts of these closely allied studies at the two 
3 
universities thus appears to be a slow developing process which each 
individual must experience himself. The answers cannot be simply pre-
sented and accepted, as one might accept a formula. 
The forces that propel people permanently never come from out-
2 
side, they can come only from within. 
This statement seems to be especially true in regards to under-
standing concepts of public relations and allied studies that relate 
human relations to the field of business. 
The type of thinking that evolves as an understanding of such a 
study is realized may be examplified by the conclusion reached in a 
seminar of 65 Harvard trainees who were about six weeks along in their 
training program-. After a two and one half hour session, the start-
ling conclusion that this group made was, "It is perfectly alright 
to be a good person." 
The setting for the seminar would imply that this statement 
pertains to a business situation. Otherwise, it is better in every way 
to conduct business affairs in a "good" manner. It is not necessary or 
advantageous to stab the other fellow in the back. This idea may be 
considered a basic principle of public relations a3 discussed herein* 
"The fevor of the seminor was almost spiritual in repercussion," 
said a Harvard Professor. And a similar feeling was experienced by 
many Boston University graduate students as they began to associate 
and relate intermost values which had seemed in opposition to the 
"practical" business world. 
Ross Young, Personnel Manual For Executives New York and London: 
McGraw Hill Book Company, Inc., 1947, p. 84* 
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D. Conclusions 
Correlating this academic experience of learning with evidence 
gained from the interviewing process, the following observations seem 
applicable. 
1. Observations 
An understanding of public relations- concepts is not gained over-
night. To adequately comprehend, one must go through a period of 
adaptivity. The scope of the subject cannot be understood >y merely 
being told what it is. This partially explains the inadequacy of 
formula-like techniques and quick methods of persuasion in selling true 
public relations ideals as a merchant may sell an out of style article* 
Short cut techniques cannot be regarded as the solution to'the problem* 
Rather, the public relations director should concentrate on a 
long range program marked by a continuous process of conditioning and 
introduction to the underlying values that collectively permit an under** 
standing of goals and perspectives of the vast concept of public re-
lations. 
This is not saying that individual public relations programs cannot be 
sold on a short range basis. Obviously, they have been and can be. The 
long range concept which integrates public relations into all policy mak-
ing, cannot be so presented to this writer's mind. 
2* Implications 
Assuming that the understanding of PR is an individual process, each 
executive should be stimulated to enter into a public relations way of view-
ing things in a manner agreeable to his intellectual, psychological and 
sociological background. Thus a public relations director, instead of try-
ing to simply persuade, should decide what executives require most and 
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what they will accept at any one given time on the road to a full under-
standing of public relations* 
•3. Obligation 
If these observations are at all valid, it would follow that the 
PR .representative should not give up hope for an organization that 
first rejects public relations. If individuals are slow to comprehend, 
organizations are1 probably slower. Furthermore, if the public relations 
person is to act as an agent of the public interest, the ethical im-
plication would be to stay with an adverse situation—at least for a 
reasonable length of time. If evacuated, the situation may be all 
the more trying for the next PR man—if there is another. 
Selling public relations is admittedly a huge task. If educational 
Institutions experience difficulty in teaching subjects related to 
public relations, the PR representative can certainly expect difficulty. 
The public relations man in the adverse situation should remember, 
"To try and fail is at least to learn; to fail to try is to suffer the 
inestimable loss of what might have been.'*5 
3Chester I. Barnard, The function of the Executive Cambridge: 
Harvard University Press, 1938, dedication. 
CHAPTER II 
OBSTACLES TO THE ACCEPTANCE OF PUBLIC RELATIONS 
In addition to being a concept that is not readily comprehended in 
the class room, there are still other characteristics of public relations 
in the business environment that make its acceptance on the business scene 
even more difficult. 
The process of introducing PR to top management and then main-
taining its' continual support has been described by numerous directors and 
consultants as a type of selling in many respects. 
As one PR director has said, "Public relations is a selling job 
as no other selling job." 
How could a selling situation be much more difficult when con-
ceptions of what is being sold vary from buyer to buyer (the executive, 
in this case) and from seller to seller (the public relations represent-
atives). 
A, Misconceptions 
Little wonder that there is confusion when people speak in terms 
of "public relations". Each group has its own definition and each thinks 
its conception to be correct. 
The executive may be partially excused in some instances. He may 
be so absorbed in detail that he fails to grasp the whole company view-
point which is necessary when recognizing the wide horizons of public 
relations. 
Each executive's conceptions of public relations is probably only 
2 
as broad as his immediate daily contacts may acquaint him with. 
interview: Donald R. Waugh, District Representative, Fred Eldean 
Organization, Inc., Boston, Mass. 
2Rex F. Harlow and Marvin Black, Practical Public Relations (New 
York: Harper and Brothers, 1947), p. 384. 
Lack of time to investigate such activities may likewise be blamed for 
widespread confusion about public relations concepts. 
It should be remembered that the field of public relations, how-
ever, canjaot expect executives and other groups to understand PR until 
the field itself comes to a common understanding. 
Regardless of the source of misinformation, many managements 
lack an understanding of "where or how to start, or what to do" even 
Lf they wanted a(PR program.3 Some plunge into public relations with-
out adequate research. Still others believe a public relations program 
Dr department constitutes an admission of a serious company problem and 
therefore something to be avoided. Another train of thought construes a 
public relations program as "desirable only when the going gets hard" 
ind the other extreme feels that a PR program is something with which to 
nake a "spectacular showing" when money is plentiful* Some regard 
public relations as "dangerous", others just as "a passing fad"** 
1. Confusion With Publicity 
Another common misconception associates public relations 
only with the publicity function of ar PR ,program. Actually, the 
publicity or telling function is but a part of public relations. 
It is comparatively easy to get up on a soap box (or 
publicize unscruptiously) and proclaim to be the best company in 
the world. It is quite another thing being that best company. 
Past experiences have proven all too conclusively that 
whitewash publicity jobs, that is telling without the being, 
3[run.! Trade Association Executives and Public Relations ( A 
Publication of the American Trade Association Executives, June 1945), p. 17. 
4Ibid, p. 18. 
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will- do more harm than good in the long run. 
[B. Inherent Obstacles to Acceptance 
Besides the numerous misconceptions that make PR difficult to get 
icross, there are also inherent characteristics of the subject which add 
to the PR representative's problem. 
1. Intangibility 
A source of trouble for the PR representative is often the 
intangibility of public relations results. A New England oil 
company division that constantly thwarted an Oil Information 
Program proposal for an open house is a typical example. *The 
company officials simply could not visualize what beneficial 
effects an open house could have on their community standing. 
After a long battle with the community representatives, plans 
were finally made to at least make an effort along lines of an 
open house. Townspeople received the two day event with, welcome, 
and leaders along with a large proportion of the populace viewed 
the spectacle with interest. After the community affair, sur-
prisingly enough, the oil company found bank relations greatly 
improved and company officials now claim that a sizeable bank 
loan was largely the result of the community feeling that develop-
ed from thet simple open house. 
In most cases, results cannot be singled out so easily, and 
executives with little imagination find it hard to foresee the 
advantageous opportunities present in many PR proposals. Many 
executives think only in terms of dollar pay-off in the next 
fiscal year, which, incidentally, is long-range thinking in the 
9 
terms of more than a few. And even though good public relations 
will usually pay off in dollars, the chain of action is indirect 
and the result may not be specifically associated with the public 
relations cause. For example, successful community relations 
programs often show no evidence of tangible community favor 
towards the company. It may require an emergency of some type in 
which the company is logically open for community criticism before 
5 
the value of the community relations program is realized. 
When questioned about difficulties in selling public 
relations, another PR manager for a gas association said: "The 
greatest handicap to public relations is dealing with very little 
that is scientific." An engineer can go in and say, if we put 
in so much of this and that, then production will increase so 
many units, and the company will gain so much profit. He went 
on to state that public relations is dealing with the human mind 
and "there is a damitlittle that's scientific about the human 
mind."6 
2. Relation to Humanities 
Insufficient consideration of human factors in general 
was definitely one of the most frequently mentioned obstacles to 
PR. named by practically all directors interviewed. 
Public relations is closely associated with human behavior 
such as Mayo dealt with at length in regards to the worker. 
Industry's trend towards no longer regarding a worker in the simple 
sense of "economic man", has been an evolutionary process which 
has seen steady improvement with outstanding gains during the 
Interview: Donald S. McCammond, Monsanto Chemical Company, 
Merrimac Division, Everett, Mass. 
interview: C. E. Downing, Manager Public Relations Department, 
Eastern Gas and Fuel Associates, Boston, Mass. 
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30's and the 40's. Embarking on the 50's, it appears that com-
plete acceptance of the human factor in industry is about at the 
half way mark. As a time is approached when industry thinks 
exclusively in terms of the "human man"—then the selling of 
public relations should become progressively easier. 
When asked what he thought were some of the real obstacles 
to selling public relations, one corporation director said, "The 
chief and real obstacle is in finding a company head who will 
realize he's dealing with human relations." Continuing he pointed 
out that company individuals often fail to associate their per-
sonal actions with those of the company. Executives many times 
fail to acknowledge that in this advancing democracy, they live 
in "glass houses" and what they say or do personally will be a 
reflection of their company. 
This resentment may be reflected in executive cooperation 
pertaining to newspaper publicity. They forget individuals as 
individuals may get along reasonably well without too much re-
gard for public opinion but that individuals, when associated 
with a group, must consider public opinion for the good of the 
group. This point is especially important because "telling" 
the public about the organization is usually an extremely import-
ant part of a public relations program. It should be stressed 
in guiding executives that when people hear neither the negative 
nor the positive side of a story, they will more than likely 
7Phiiip S. Haring, Professor of Public Relations, Boston University, 
Boston, Mass. 
interview: H. L. -Porterfield, Director of Corporate Relations, 
Verney Corporations Boston, Mass. 
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assume the negative viewpoint. As pointed out by an interviewee, 
this may be illustrated by prearranging to have your lunch 
partner's or your name mentioned as a third party walks by your 
table. Your lunch partner in most cases will immediately assume 
that something unfavorable has been said against the name mention-
q 
ed by the third party. 
3. Unstandardization 
Public relations, as compared with more standardized 
fields the average executive is familiar with, cannot be dealt 
with as a check list procedure. New situations call for a new 
application of the PR director's uncommon common sense. This 
type of activity does not lend for simple explanations. "—the 
procedures which should be followed in introducing public.re-
lations improvements in different situations are as varied as the 
work of the surgeon, of the architect, or of the engineer. 
No mass production standardization h e r e — — "*® 
Other inherent characteristics of public relations that 
impede its acceptance in all quarters are difficulties in meas-
uring its effectiveness and its relative newness. These are 
discussed elsewhere in this study* 
C. Conclusions 
Before executives can be convinced to think public relations-wise, 
jnisconceptions of the field and some of its inherent difficulties will 
have to be explained to the satisfaction of each executive. 
Only then can foundations be laid for developing a comprehensive 
understanding whioh will enable the executive force and the public rel-
ations director to talk in the same language and cooperatively guide their 
organization in a manner which is for the common good of all concerned. 
Q 
Porterfield, loc. cit. 
10Trade Association Executives and Public Relations (A Publication of 
the American Trade Association Executives, June 1945), Forward (by Clark 
Beldon)• 
.. CHAPTER III 
CONTRIBUTORY EXECUTIVE CONSIDERATIONS 
The Number One Public 
The public relations representative must concern himself with many 
publics. He follows their every reflection and is constantly striving 
o better relations with each. But from the PR man's viewpoint, the 
first public that must be considered is management itself. 
It is there that his proposed public relations programs must first 
gain acceptance or there will simply be no programs. If the executive-
ipproving hurdle cannot be cleared, then the PR representative has failed 
before the race has barely begun. 
Therefore, the executive force should be studied and analyzed. 
Just as each public must be considered seperately, so the executive staff 
of a particular organization and each individual executive within that 
that organizational environment must be studied in order to best enlist 
jhis cooperation and to -guide him most effectively public relations^wlse* 
For the most effective performance of the above, knowledge from 
the fields of psychology, sociology, industrial organization and group 
dynamics are important. 
The object of this section, while briefly pointing out some of the 
obvious contributions of this nature, is designed to encourage the public 
relations person to enlist the help of specialists (through reading and 
possibly council) in order to familiarize himself with the "physical, 
biological, and social materials, elements and forces, which calls for 
adjustment of processes internal to the organization." 
^I. David Houser, What People Want From Business (New York and London: 
McGraw Hill Book Company, Inc., 1938) p. 149. 
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B. Psychological Elements 
To illustrate aids to the PR counselor that can be enlisted from 
(psychology alone, consider the effect motives, attitudes and habits have 
in influencing executive thinking. 
1* Motives 
That the average executive is chiefly motivated by profit 
is an often repeated statement. 
However, David Houser contends that self-interest is an 
even more commanding business motive. 
"All unbiased observers of the business drama and espec-
ially those behind the scenes, have seen too much love of self-
expression) too much absorbtion in personal methods, to be de-
ceived by the facile speciousness of the profit motive." 
The author further says that it has been observed that 
each of us is the center of his own universe} that our basic 
drives are to manipulate the outer world in terms of self interest, 
self expression; that the ways in which we want and like to do 
things are often of more importance than the ends which we may 
believe that we desire to achieve; that our actions prove us 
to be immersed in our methods because those methods are our self 
expression. "Ego transcends profit in both its narrow and its 
wider sense."3 
Thus all the deepest elements of personality and character 
tempermental traits, imagination, reasoning process, interests, desires 
and ambitious, not too mention weaknesses and prejudices are to 
be considered just as important in the business scene and in the 
executive's office as anywhere else. An impressive title or 
'Ibid, p. 152. 
'ibid, p. 153. 
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position usually does not make one immune to the above, "it may 
even be an expression of it."* 
The PR representative requires an understanding of how 
fundamental human traits influence decision making. Such exec-
utive traits must be taken into account but not taken advantage 
of. With the good of the organization as well as the individual 
acting as guideposts, the PR man will enjoy a better chance of 
gaining approval for his suggestions by "...analyzing the sit-
uation, planning his approaches, noting his successes and fail-
ures, and comparing them to his previous expectations.^ 
2* Attitudes 
Tempermental traits, negative reactions and natural con-
servatism that may be deep rooted in one's character are points 
to be considered. 
Fear of the unknown is a natural reaction. An exagger-
ation of this may be expressed in a "no no complex." "It mani-
fests itself in varying degrees among executives who make a 
vietue of 'being from Missouri' or of being hard to convince." 
Similarily, there may be a hesitancy in accepting ideas 
of a new or unusual nature—as public relations often are. The 
results of a survey for the Standard Oil Company offer an example 
Eugene L. Belisle, Professor of Public Relations, Boston Univer-
sity, Boston, Mass. 
5M£^j Cushing Howard Niles, Middle Management (New York; Harper 
and Brothers, 1941) p. 270. 
Francis S. Drake and Charles A. Drake, A Human Relations Case-
book Jj'or Executives and Supervisors. (McGraw-Hill 1948), p. 149. 
15 
of this nature. 
The survey revealed that 94.7 per cent of all favorable 
impressions of the company were gained from personal contacts with 
people, word of mouth publicity and people's own use of their 
eyes. This high percentage would tend to lessen the importance 
of such mass media as radio and newspaper advertising. And with 
as much emphasis being placed on impersonal advertising as there 
is, little wonder that the survey results would be scrutinized 
from a hesitant viewpoint. 
i 
PR, still in the infancy stage, is constantly associated 
with the new and changing. Most old line executives do not read-
ily accept proposals that seem ahead of the times* 
3. Habits7 
A study of executive habits was published in Fortune 
magazine, October, 1946. 
It reported a minimum of research had been made regarding 
such things as ideal hours and working conditions for executives 
as compared to similar studies for labor* 
"Reputedly a strong individualist, the executive may not 
like to think of himself as 'typical' and hence not a fit subject 
for either the psychologist or the time study expert. Neverthe-
less, on the basis of working schedules and certain operating 
techniques (as disclosed by this poll it is safe to say that a 
recognizable pattern emerges." 
The management poll revealed that the typical executive 
finds he can get more done in the morning than during any other 
time of day and is more likely to work at home in the evenings 
jn.n^ "The Fortune Forum of Executive Opinion on U, S. Execu-
tives Themselves," Fortune 34: 5,6,14,16, October, 1946. 
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than at the office. 
The 3tudy also claims the typical executive is in his 
office by 9:00 a.m., leaves by 5:30 p.m. and that "the worker 
pattern of top U. S. executives varies little from that follow-
ed by workers in all classes." 
Farther similarity between what the executive regards as 
significant pertaining to his work and what other employees 
regard as significant pertaining to their work has been cited in 
J. David Houser's study.8 
Apparently executive thinking is little different from 
thinking by other company elements in a great many respects. 
It is interesting to note that the executive, according 
to Fortune, would rather hear or see, for himself than read a 
report about what is going on in a particular company situation. 
Significant to the previously mentioned profit motive, 
the report states that the typical executive wouldn't work two or 
three hours more a day to double his income. 
Of the executives polled, 94.2$ like their business. 
They also feel that if they could be relieved of red tape and all 
practical restraints, they could do a better, more creative job* 
was 
The Fortune writer's commentAthat probably resignation goes 
along with resentment. 
C. Individual Backgrounds 
It should be kept in mind that many executives, especially those 
in advanced years, have grown up in an environment quite different from 
Houser, op. clt., p. 9* 
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the more public service-minded business world of today. Such a back-
ground enforces certain "self-made" men's belief that they are the 
realists. 
This line of reasoning makes for difficulty in accepting public 
relations ideas which may be considered idealistic and purely theoret-
ical when judged from what executives of that .background believe to be 
the realist and most practical point of view. 
JD. Organizational Influence 
Each particular situation should be analyzed also from the 
general technique of decision and way of doing things peculiar to the 
part icular organ!zat ion.^ 
"It is especially important to consider the principle of the 
decisive process as it actually takes place from the organizational 
viewpoint rather than from that of either psychology or systems of logic."1* 
E. Perspectives 
Another consideration for the PR representative in analyzing 
the executive public is the over all outlook that should be present 
as a guiding force in the capable executive mind. 
The efficient officer should be "looking out for the whole organ-
ization^' and "striving for balance" throughout* But many times his 
activities are so narrowed by departmental responsibilities, that the 
over-all view is lost. If the executive has incorporated a "balance" 
consciousness into his activities, an understanding of public relations 
will probably come more readily.^ 
9Philip S. Haring, Professor of Public Relations, Boston Univerr 
sity, Boston, Mass. 
10Chester I. Barnard, The Function of the Executive (Cambridge, 
Mass: Harvard University Press, 1938), p. 199. 
11 Loc. pit. 
^ F r e d DeArmond, E x e c u t i v e T h i n k i n g and A c t i o n (New York and London: 
McGraw-Hi l l Book Company, I n c . , 1946) p . 2 2 7 . 
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Too few executives think their responsibility goes any further than' 
their family, business organization and the like. They often fail to 
recognize themselves as,members of the world's leadership—actually some 
1% of the world population.13 
As one example of neglecting what should be American social 
responsibility are the charges from a speech by falter B. Weisenberger 
calling for cooperation and action to "save the American private enter-
prise system." 
You all know that enthusiasm is not lacking and courage is not 
Wanting in the ranks of management, but the army is sometimes mostly 
generals. Too many businessmen will go to hell for a common program 
any time—so long as it happens to be going their way. That is not 
enough.1* 
Thus, even this very restricted sense of world-mindness is re-
ported to be ailing. 
F. Potentialities 
While some executives may harbor ideas and attitudes that are 
aegative to public relations, it should also be said that more broad mind-
3d executives may greatly assist PR personnel and the field of public 
relations in its growing stages. 
Vigorous, but not habitual, opposition may stimulate the PR person 
Ln seeking new answers. The helpful executive will give careful analysis 
and good reasons for his beliefs. 
He offers an alternative plan or a modification of the original one 
jand stands ready to accept responsibility for any action based on his 
recommendations. He is likewise enthusiastic to plans that he considers 
good.16 
Those who underatand the public relations concept well enough to 
13 
Loc. eit. 
Walter B. Welsenburger, "Managements' Responsibility To Itself," 
JTital Speeches, 12:175, January 1, 1946. 
15Niles, op. cit., p. 150 
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[recognize a good job are helpful* 
And if cooperation from all executives could be similar to that 
portrayed in a speech by John L. MCCaffery, then the selling of public 
relations would be a great deal easier. 
We know you have new jobs with new and growing problems. We know 
that you haven't too many rules to go by. We know that there are no work-
able answers to some problems yet. We owe you our support and encourage-
ment as you tackle those problems. As reasonable people* we know that 
we can't expect you to win everytlme out. We do expect you to bear down 
as hard as you can on every pitch. And as long as you do that will be 
for you all the way. 
*G. Conclusions 
It is advantageous for the PR director to take into account all of 
the forces influencing the executive as an Individual. In this way, 
guidance can be adjusted to each individual in a custom built manner. 
By considering the executives organizational environment, his 
motives, attitudes, habits, perspectives and other guiding forces, the dir-
ector should be able to better develop a public relations understanding 
on behalf of the executive. 
Once the executive truely understands the goals of public relations, 
his aid can be limitless. 
PART II 
THE EXTERNAL APPROACH 
CHAPTER IV 
THE PUBLIC RELATIONS COUNSEL 
In this year of 1949 it is an unusual institution, company or organ-
ization which exhibits good public relations, unless particular attention is 
being devoted to that phase of operations* 
Good public relations are unlikely to just happen. They are more 
likely to evolve as the end product of a painstakingly planned program, 
closely interwoven with top management policy. Programs as such are 
also unlikely to just happen. Someone acquainted with the particular organ-
ization must ge public relations conscious to the extent of recognizing the 
need for a program. It may be someone in the company Itself, it may 
be someone in the same industry in similar circumstances or it may be some-
jone -completely outside the organization and the industry. 
.Once the need for assistance is recognized, actual guidance may be 
obtained from any of various "public relations carriers" or disseminators 
of the public relations ideology. 
A. Public Relations Carriers 
Public relations carriers may be classified as internal or external 
in nature. 
Under the external classification will be found: 
1* The private public relations council advising independent companies* 
2. The trade association, with or without aid of the professional PR 
council above, advising member companies on an individual as well as 
on an association-wide basis. 
3. Public relations, industry-wide committees, with or without PR council, 
offering advice on an over-all program for the industry. 
Under the internal classification will be found the public relations 
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representative in any one of a number of positions such as public relations 
director, vice president in charge of public relations or assistant to the 
president. People in this category are under the direct control of some 
one organization. 
This etudy chiefly concerns the latter classification but it is 
necessary to devote some attention to the external groups because of the 
similarity in principles and problems of public relations situations 
whether the approach be from within or without. 
B. The PR Consultant 
Most studies of this fledging .field of business auxiliaries 
have described quite thoroughly the functions of the PRO (public relations 
counsel). The objective, outside viewpoint offered by this agent has 
been repeatedly acclaimed and is probably one of the private consultant's 
greatest assets. 
Little has been said, however, about the part played by PRC's in 
the sense of contribution to the advancement of the field itself—a sort 
of public relations endeavor for the public relations field itself. This 
consideration of what impression outside publics (such as executives) 
lave of the field of PR is an important factor in the process of trying 
to educate executives in public relations ways. 
Misconceptions of what PR actually entails and unfortunate busi-
ness experiences with private counselors are examples of factors greatly 
influenced by PRO activities. Factors of this nature make the job of 
educating executives in public relations all the more difficult. 
1. Negative Influences 
Some counselors create a negative view towards public 
relations in trying to impress prospective clients with exagger-
ated claims and subsequently failing to justify those claims* 
Results of PR programs often are unpredictable and forecasts 
should not be made without qualification. 
Exaggerated predictions are more likely to arise from 
marginal PRC's of questionable ability rather than well estab-
lished organizations of significant stature. But regardless of 
who the offenders are, the act is recorded as a mark against 
the whole field in the eyes of offended clients and their friends. 
Another negative result of some PRO activities is an out-
growth of the tendency for businessmen to evaluate any program 
only in terms of dollars and tangibles. 
In well over 90% of all cases, the client will rate the 
tangible results far higher than the basic program.1 Consultants, 
even some very capable one3, have found it necessary to over-
supplement their programs with publicity to keep clients sat*? 
isfied. This practice complicates the problems of educating 
management and the general public to a reasonable understanding of 
what public relations is and the fact that it is something more 
than publicity. 
Certainly all of these factor are not true of all PR 
consultants but instances such as these, plus the hoard of pure 
publicity specialists who semantically elevate themselves under 
the label of Public Relations Consultants, exert a counter-
influence that makes understanding and acceptance of public rel-
ations even more difficult to an already confused public. 
Philip Lesly, Theodore R. Sill3, Public Relations Principles and 
Procedures (Chicago: R. D. Irwin, Inc., 1946) p. 195. 
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Speaking of "a hot-shot publicity hound, hat brim turned 
up, trying to sell the City Editor a free publicity campaign", 
Public Relations Director Charles Carll (Ford Motor Company) 
said, "Are these really public relations men? fell, in a way they 
are. But like the preacher who swiped the chicken, you can't 
condemn religion for that." This is one view. Another standpoint 
is taken by British author and scholar J* A. R. Pimlott who took 
leave from his Civil Service post to study public relations in 
the United States and who contends: 
The truth is that public distrust arises less from tyros 
and quacks on the fringe than from the more widely publicized 
activities of some of the leading figures* 
An indication of PRC's not doing all they can to promote 
good will between the field and its business observers is reflect-
ed in reports of a high turnover of clients among counsels.2 
Counsels cannot be blamed for this altogether. Much of the dis-
satisfaction seems to arise from over-expectation on the part of 
clients* On the other hand, how can clients be expected to know 
anything about public relations until the field itself comes 
g 
to some common agreement on basic definitions and principles. 
Another view expressed by Britain's J. A. R. Pimlott after 
his survey of public relations in America was this: 
The greatest need the field now has is for some fundamental 
research; so far the surface of available knowledge has barely 
been scratched. 
Jitive Cor 
Having examined PRC's from a point of negative criticism, 
2N. S. B. Gras, "Shift In Public Relations," Bulletin of the Business 
Historical Society, 30-33, October, 1945. 
Charles E. Carll, (Management Meeting Program, Rotunda Theater, Dear-
born, Michigan, November 2, 1948.) 
it is relatively easy to cite some of the many ways in which the 
public relations doctrine has been advanced by this class of PR 
personnel. 
The nature of most client contacts is such that the PRC'S 
accomplishments are spread by word of mouth, much as the merit 
of a local doctor is expressed. Thus, advice given by a private 
counselor is scored as a boost to the whole field of public 
relations on at least the local level. 
ed 
Private counselors have_furthei^the cause by aiding 
colleges and universities in teaching industrial management 
trainees at the student level and thus making them more suscept-
ible to public relations ideas-when they assume responsible 
positions in later years** 
Probably the greatest contribution to the general dis-
semination of PR that the private counsel can make is his often 
spoke of, but slow to crystalize, code of ethics. Various 
ethical practices, like some PRC's policy of guaranteeing ab-
solutely nothing in advance have made their appearance but will 
require time and modification to gain universal acceptance. 
Ruling out all forms of "circus stunting" and "phony act-
ivities", the firm (of Hill & Knowlton) has set up for itself a 
strict standard of ethics.0 When ethical standards do achieve 
professional status, the PR field, like the individual company 
with sound internal policies, will be better qualified to tell its 
Eugene L. Bellsle, Professor of Public Relations, Boston Univ-
ersity, Boston, Mass* 
5[n.n.3 "Tide Looks At Hill and Knowlton", (Reprint from Tide, 
September, 1946 by Hill and Knowlton, Empire State Building, New York, N* Y.) 
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story to the outside. 
They (PRC's) will want to set up educational qualifications 
and character requirements, test ability throughtproper examin-
ations, and outline the obligations of ethical practice and conduct. 
3. Contribution To Industry and Management 
On the industry-wide or trade association scene, PRC's have 
played various roles in introducing the PR concept and then aiding in 
the establishment of company PR committees and departments* 
Individual managements, ranging from very small to very 
large companies, have been introduced to public relations and sold* 
The very small concern, financially restricted in creating its 
own public relations department, may thus obtain advice on a level 
equal to that of its larger competitor via the private counsel* 
Larger companies, with their own PR division, often have found 
the PRC's services especially beneficial in supplementing the 
activities of their already overloaded staff. 
C. Trend of The Public Relations Team 
An important role is being assumed by private counselors in a trend 
which makes use of a PR team. 
Many large organizations are finding it profitable to operate a 
public relations department internally to carry out the mechanics of 
public relations in conjunction with an outside PRC who can devote his 
attention to policy formulations rather than detail* 
Many organizations reverse the procedure by using an internal 
[public relations director for directing policy formulation and then call-
6Rex F. Harlow and Marvin Black, Practical Public Relations (New 
York: Harper and Brothers, 1947) p. 381 " 
interviews Donald R. Waugh, District Representative, Fred Eldeatt 
Organization Inc. Boston, Mass* 
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upon external specialists to carry out mechanics of specific programs. 
A third variation of the PR team in one in which outside counsel 
and inside PR people work together in policy formulation much as a 
group of diagnostic physicians might meet together. 
Some form of the PR team has been used by the Ford Motor Company 
(PRO: Earl Newsom 4 Company,8)the Chrysler Corporation (PRO: Ivy Lee 
and T. J. Ross firm,9) the Crosley Corporation (PRC. Hill & Knowlton,10) 
and others. There is also a report that Paul Garrett noted General Motors 
iTice President in charge of Public Relations, is making use of the 
versatile PRC. 
D. Conclusions 
The private consultant plays a domineering role in the field of 
public relations as viewed by outside observers. Consequently the PRC'S 
activities can build or tear down a feeling of good will toward public 
Relations on behalf of observing publics. 
Unsubstantiated claims, too much emphasis on publicity and border-
line quacks contribute to a negative influence which is reflected in high 
turnover rates of clients. 
Establishing ethical standards and basic definitions, sponsoring 
research and assisting groups in setting up their own public relations 
lepartments are a few of the many ways PR counsultants can enhance public 
relations and thus make the job of selling executives considerably easier* 
8 Charles E. Carll, "Our Job Is Your Job," The Story of Ford Public 
Relations. (A publication of the Ford Motor Company, Dearborn, Michigan.] 
9Philip Lesly, Theodore R. Sills, Public Relations Principles and 
Procedures (Chicago: R. D. Irwin, Inc., 1946) p. 15* 
10 Bronson Bachelor, Profitable Public Relations (New York and London: 
larper and Brothers, 1948) p. 203. 
CHAPTER V 
THE ASSOCIATION 
The most potent "external" influence in re-educating executives 
public relaticms-wise is probably exerted by trade associations and 
industry-wide committees. 
Just as individual companies discover the need for public relations 
(Chapter IS), so do associations of companies. The vehicle of* recog-
nition may be those few individuals whose understanding of public rel-
ations is sufficient to excite the association to action. 
Public relations assistance to membership may be expressed in a 
variety of ways such as conducting research and acting as a clearing 
[house for the exchange of ideas. 
In the final analysis, however, an association can hope to acc-
omplish only as much public relations as the members will put into effect 
themselves. 
A. Principles But Little Action 
As one association member has written, "The function of a trade 
association is to do everything within its power and in conformity with 
legal limitations upon it, to improve the economy of the industry it 
represents and the well being of the general public."1 
This statement may not be representative of all associations 
because more selfish motives are often in evidence, but it does re-
flect the character of many groups. If these are an association's 
general objectives, then diffusion of PR ideals among its executives 
should be a principal function of association activities. 
L. E. Parmeter, "Trade Association Public Relations" (Prepared 
by the National School Service Institute)* 
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But even an extensive PR information program will not insure good 
public relations. Executives can theoretically agree that "public rel-
ations principles are a fine thing and the association should have good 
public relations," but putting principles into action on an individual 
basis is another thing. 
Clark Belden, Executive Secretary, The New England Gas Association 
has emphasized this action problem in the forward of a 1945 pamphlet 
entitled, "Trade Association Executives and Public Relations". 
"There is every evidence that the trend of the last five years 
has been towards a greater demand than ever from more sources than ever 
for improved public relations performance on the part of*American 
business concerns and their auxiliaries-trade associations. There is 
a curious paradox here. The truth of this assertion is widely admitted. 
Yet, many of those who acknowledge this trend frankly and fully do not 
take the steps which one would think they would take under the circum-
stances. That is, many such people do not face public relations devel-
opments in a direct and realistic manner." * 
And as a National Association of Manufacturers official said 
before an executive group, "A paid staff can research the facts and 
mould the bullets but you, Mr. Businessman-in-person, have got to be 
the gunner and fire the fac&s. Maybe you can eure alcoholism anon-
ymously, but you've got to save private enterprise in person—in the 
•Beldon also speaks of public relations now entering the "nec-
essity area after a period in the "Luxury" classification although 
considerable business thinking still has public relations confined to 
the convenience area and some business thinking has it imprisoned in 
the luxury area." ' 
**Qi»n_tl "Trade Associations Executives and Public Relations," 
(A Publication of The American Trade Association Executives, June, 1945) 
p. il. 
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flesh."3 
This "in the flesh" presentation is true of most public relations 
programs. The united front offered by a cooperative PR effort is in a 
Setter position to handle certain phases of a program, but the final 
responsibility is usually at the individual local level of each company 
that belongs to the association. 
To furnish information in a convincing manner to the local 
member is one of the associations greatest tasks. Proposed programs 
for action must be advantageous to all members—members whose attitudes 
about PR may vary considerable even though they face common problems. 
Association PR then must concern itself with an internal sales job 
jbefore it can hope to sell the industry to the outside. 
One thing that will weight heavily in an association's influ-
ential powers is the strength of membership within the industry. 
"When the association is recognized as the authority and spokes-
ban for the industry, its members are more likely to follow its tenets 
and accept decisions made by it for the industry's benefit. If their 
reputation is strong enough, no corporation in the field can afford to 
operate counter to the association's policy as determined in democratic 
[vote of all the members."4 
Assuming an association has gained prestige as above, emphasis 
can be transferred to persuasive tactics aimed at executives. "Con-
ferences, committee meetings, seminars, speeches at conventions, case 
history reports are just a few of the devices now being used success-
fully by many associations," according to one association vice pres-
ident. He also says, "It would be a waste of time to describe, even 
3Walter B. Weisenburger, "Managements' Responsibility To Itself," 
Vital Speeches, 12:175, January 1, 1946. 
^Phillip Lesly and Theodore R. Sills, Public Relations and Pro-
cedures (Chicago: Richard D. Irwin Inc., 1946), p. 41. 
5 
Denny Griswold and Glenn Griswold, Your Public Relations (New 
York: Funk and Wagnalls Company, 1948), p. 128. 
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briefly, the ways in which an association can promote more and better 
public relations work by its membership." (He assumes the responsi-
bility should be recognized and acted upon.) Maybe if more time werej 
"wasted" in this direction, Mr. Beldon would not have reason to crit-
icize executives on the local level for not facing "public relations 
developments and the implications and requirements of these develop-
ments in a direct and realistic manner." 
Even though horses cannot be made to drink, they can be lead 
to the water—and maybe if they are lead there often enough and en-
couraged in enough different ways, they will finally take the hint and 
at least give the water a try. 
B. Notable Association Activities 
Among associations who have made the greatest effort in making 
executives public relations conscious is the National Association of 
Electric Companies which holds regional meetings for its top executives. 
Ihe sessions are concluded by presentation of a bound volume of all 
the case histories cited and a comprehensive outline of public relations 
procedure and philosophy for the industry. The National Automatic 
Merchandising Association conducts regional meetings featuring indoct-
rination programs which are paced by examinations. The New England 
Gas Association is another example of an association that goes all out 
to impress its members with PR practices.6 
A regional banking group and two national organizations are 
now briefly described to show the variety of PR diffusion methods being 
ased by different types of associations. 
6Ibid., p. 130. 
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1. A Regional Banking Association'' 
The Savings Banks Association of Massachusetts makes use of 
a dozen or 30 standing committees whose activities vary with the 
association's particular needs. Often, these needs are public 
relations in nature and the committees, working with full time 
association personnel, spearhead association PR. 
Opposition to PR proposals is usually registered at the 
local level in the form of noncompliance with association 
suggestions. This may result from the association representative's 
in-
ability to deal more personally with individual members—arrang-
ing for better adaptation of a given program to the specific 
locale. Association PR may thus be differentiated from the 
public relations counselor or public relations director who deal 
with a single client or board of directors. The latter situation 
is more likely to provide ironing out of major objections before 
programs are passed on to the company's whole executive force. 
Some associations have tried to duplicate this more 
favorable arrangement by establishing an easily reached committee 
that can work in direct contact with the PR association represent-
ative. Frequent consultation between the association represent-
ative and such a group gives some indication of membership thinking 
in the field.8 
2. National Association of Manufacturers 
An outstanding contributor to the methods of educating 
7 
Philip A. Perkins, Savings Banks Association of Massachusetts, 
Boston, Mass. 
8Philip Lesly and Theodore R. Sills, Public Relations and Pro-
cedures (Chicago: Richard D. Irwin, Inc., 1946), p. 149. 
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management in PR is the National Association of Manufacturers 
(NAM). 
Realizing the probable ineffectiveness of printed material 
(alone) which might be sent to executives in offering suggestions, 
the NAM aims its proposals directly at company public relations 
directors who may then personally back up the presentation to 
local management. This line of communication is established 
through,'local meetings such as one held in June of 1949 at 
Lewiston, Maine. 
With the combined sponsorship of the Lewiston Chamber of 
Commerce, the Associated Industries of Maine and the NAM, 
eighteen public relations directors (or other PR conscious 
executives) in the area attended. A detailed proposal (employer-
employee communications) was introduced and explained by a NAM 
representative who also moderated a discussion period. Inter-
estingly enough, only four of the eighteen attending the meet-
ing were members of the NAM. This general dissemination, re-
gardless of membership affiliation, is a worthy contribution 
to public relations. 
It is this writer'8 opinion that even greater assistance 
might be made if more emphasis in this public relations direct-
or's Information program were placed on how to get a specific 
program across rather than all on the what of the program. 
NAM believes local PR cooperation can be maximized by 
shifting credit whenever possible to the local member. For this 
al 
reason much of NAM'S literature is supplied by the nation, assoc-
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iation to go out under the name of the local group. 
The association also makes use of the more common news-
letters and publications along with regional and national con-
ferences on public relations. "Opinion research and a continuing 
study of public opinion polls help to keep NAM programs on the 
right track."9 
Keeping association members abreast with current practices 
is a principal association function and is accomplished through 
close contact with allied associations of regional, national or 
even international origin. The Savings Banks Association of 
Massachusetts exhibited this wide spread cooperation last year 
in holding a conference with bankers of Sweden*10 Ideas were ex-
changed to the advantage of everyone. 
3* American Petroleum Institute 
Another leading role in "external" PR dissemination among 
administrators is played by industry-wide organizations such as 
the Public Relations Committee, American Petroleum Institute. 
"In self defense the (oil) industry was compelled to org-
anize public relations activities on a wide scale " 
Aided by the Fred Eldean Organization, public relations 
consultant, the Oil Industry Information Committee informs oil 
men of PR activities, organizes their PR efforts and furnishes 
Q 
"Operation Enterprise," Prepared by The National Association of 
Manufacturers. 
10Perkins, loc. cit. 
• ^ B r o n s o n B a c h e l o r , P r o f i t a b l e P u b l i c R e l a t i o n s (New York and 
London: H a r p e r and B r o t h e r s , 1 9 4 8 ) , p . 1 6 9 . 
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them with certain "know how" and tools of media. This approach, 
like most association activity, is continually blocked by intra-
industry troubles of varied origin. Small members versus large 
cause reappearing friction. Often the small businessman will 
repulse a PR proposal with the question, "Why not let the big 
companies worry about that point." Others, large and small, 
will agree that a certain proposal is "fine", but "not for my company"*^ 
Nevertheless, the oil program has made significant contrib-
utions in educating oil executives in public relations. "Local 
committees of oil men organized in states, counties, and cities, 
aided for example, in the distribution of 24,000,000 pieces of 
literature in 1936.«13 
Statistics of this caliber for that early date in PR 
history speak well for the public relations-mindedness of oil 
leaders, reflecting the effectiveness of Oil Information Committees 
throughout the nation. 
An over-all objective of the Oil Information program has 
been to give its people a better picture of the social signif-
icance of certain oil industry operations. 
C. Conclusions 
As a result of this brief survey of association dissemination of 
[public relations among executives, it is apparent that an observation 
made by Mr. Holdombe Parks in a public relations handbook is a very 
valid one. 
^Interview: Donald R. Waugh, District Representative Fred Eldean 
Organization Inc., Boston Massachusetts. 
1*5 
^Bachelor, loc. cit. 
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"While conferences to discuss public relations problems serve to 
bring out and indoctrinate potential leaders, intermittent contacts 
rith public relations are seldom enough. It is desirable in most cases, 
pherefore, to tackle the problem directly—and this leads into the field 
Of leader training courses,14 summer-school institutions and directed 
reading programs which have great value, not only to those exposed to 
phese educational processes, but to their companies as well."15 
A trend towards more of this type activity seems to be devel-
oping. 
1. Opposition to the Term "Public Relations" 
This study has also pointed to a problem common to most 
associations conducting public relations endeavors* The problem 
is that of the term "public relations", itself. 
The old concepts of press agentry and publicity are 
still associated with the term public relations by all too many 
segments of business. Consequently, any program labeled as 
public relations meets immediate opposition from these misin-
formed groups. For this reason it is common for the majority of 
association people engaged in PR activities to speak of them-
selves and their work a3 something other than public relations 
because of the degraded connotation accompanying the term. 
A positive contribution to the whole PR field might well 
be made by associations, were they to successfully relate the 
term, public relations, with significant activities they are now 
performing under some other designation. An educational pro-
cess of this nature could win over a host of people who are actr 
ually public relations-minded but oppose the doctrine of "public 
1
 Cf. ante., p. 1. 
15Griswold and Griswold, 0£. clt., p. 128. 
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relations" (as expressed) because they confuse the title with less 
comprehensive practices. 
This universal problem of the public relations of the term, 
"public relations", has convinced the author and many others that 
it would be easier to create a new name for the field rather than 
to re-educate vast publics to a new .meaning of the old term. 
Public interest relations, or a similar phrase which implies 
a greater sense of public service might aid in distinguishing true 
public relations from glorified journalism, advertising and pub-
licity. 
PART 111 
THE INTERNAL APPROACH 
CHAPTER VI 
THE DIRECTOR'S POSITION 
The internal public relations department is a comparatively recent 
addition to the ranks of management, although public relations responsi-
bilities have always been present in any given institution. The title, 
position and prestige of the public relations function will vary from 
oompany to company, depending on top management understanding of the PR 
function, the time, and the circumstances under which a PR department is 
conceived. 
Titles, position and prestige merit consideration in this dis-
cussion of executive PR guidance because these factors can contribute 
to an individual's success or failure in persuading an institution to 
think in terms of public relations. 
Although titles and positions on organizational charts are often 
[misleading, they do lend a degree of indication as to whether or not a 
company is public relations-minded. Only after investigation of each 
company however, is it possible to determine the true character of what 
various companies consider to be "public relations", 
A. Titles 
In this study's survey of 44 industrial concerns chosen from the 
1946 Public Relations Yearbook, titles for people performing public re-
lations functions could be listed under 17 categories. They are: 
Public Relations Director 17 
Vice President in charge of Public Relations 5 
Assistant to the President 3 
2nd Vice President in charge of Public Relations 2 
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Assistant Vice President in charge of Public Relations 2 
Public Relations Manager 1 
• 
Public Relations Assistant 1 
Public Relations Director, Advertising & Sales 
Promotion Manager 1 
President 1 
Manager of Public Relations and Advertising 1 
Director of Corporate Relations 1 
Public Informations Supervisor 1 
Publicity Director 1 
Advertising & Sales Promotion Manager 1 
Manager of Publications 1 
Manager of Training 1 
Advertising Manager 1 
From the accompanying letters, responses to other questions, and 
in some cases follow-up interviews, it was evident that in many cases 
there was little correlation between title and function. Some perform-
ing a commendable public relations activity were not identified as such 
and some holding an impressive title were performing activities that only 
sith an enlargened sense of the imagination could be construed to be doing 
[public relations work* 
This is but another bit of evidence how executives disagree on the 
conception of what public relations entails. 
B. Position 
To gain some insight of the importance given to the PR function, the 
[questionnaire asked, "What position does the public relations director 
hold in your organization's line of command?*' 
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Thirty-two considered their position on a level equal to that of any 
Dther department, seventeen said they acted as advisors to the president, 
and two considered their activities subordinated to another department. 
Pollow-up Interviews also revealed in one case that a man who had the title 
"Assistant to the President" was actually receiving orders from a depart-
nental head. fThe apparent discrepancy in totals is explained by the fact 
that seven indicated they were presidential advisors while at the same 
time being on the departmental level*) 
Most authors of public relations text books contend that the PR 
lirector should be in a position just under the president to insure integ-
ration of PR principles throughout company policy. This appears sound, 
for the practical situation seems to reveal that those companies most 
aeeding public relations guidance are usually the ones whose PS staff 
(if they have one) is buried down the line so far that its efforts are 
fighting a constant uphill battle to just get its ideas heard. 
Again it should be pointed out that titles and positions should be 
larefully considered before it is assumed that a company is public re-
lations conscious. Because it has a Vice President in charge of Public 
delations or some other such high powered monogram, can mean very little, 
unless there is effective demonstration that the company has public 
relations in action. 
D. Policy Influence 
To further ascertain the company prestige of the internal public 
relations person, in order to better evaluate his potentialities in 
sxerting public relations influence on management thinking, the question-
aaire asked what influence on the policy making level was made by public 
relations people. 
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Twenty-seven of the forty-four replying thought they exerted 
"strong" influence on the policy making level, 12 exerted "mild" influ-
ence, 11 served chiefly as a publicity creating or a non-influential 
ilepartment. This accounts partly for the variety of titles among "public 
relations" personnel, as previously referred to* 
D. Staff Responsibilities 
If the ideal position for the public relations representative is 
[assumed to be on an advisory level to the president,then the following 
excerpts from recommendations for holders of staff positions made by 
Kary Cushing Howard Niles in the book "Middle Management" should be of 
some value to the public relations person in fulfilling his respon-
sibilities. 
What Staff Assistant may do:1 
I* Prepare information and recommendations. 
1. Compile pertinent Information for the chief. 
2* Make recommendations for actions* 
3. Go over proposals of others. 
4* Study results obtained* 
II* Aid in contacts* 
1. Observe and report. 
2. Clear up grievances. 
3 . C i r c u l a t e i n f o r m a t i o n . 
4. Coordinate on the same and lower level* 
Avoid: 
1* Taking over line duties. 
Mary Cushing Howard Niles, Middle Management (New York: Harper 
and Brothers, 1941) pp. 225-227. 
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2. Acting as a specialist of a particular function: be 
a generalist* 
3 . Making i n v e s t i g a t i o n t h e job* 
4 . Assuming p u r e l y a d v i s o r y p o s i t i o n . 
5 . E x e r c i s i n g a u t h o r i t y over c h i e f ' s immediate subord-
i n a t e l i n e men. 
to 
6. Permitting personal viewsAdetermine decisions when defer-
ring with the chief. 
7. Exceeding assignment. 
It is to be noted that the staff position as filled by the public 
relations man is of a different nature than the usual staff position 
is assumed to be. The personal duties that many staff people perform 
such as scheduling appointments for their superior are not in keeping 
2 
with the ?R man's functions as interpreted here. 
3. Relative Position 
An interesting sidelight of the position of the Public Relations 
Director is the comparison with the respective position of allied 
activities such as advertising and publicity. 
This consideration appears important because the strength of the 
PR director in making successful proposals can be effected by the co-
operation given the PR representative by these allied workers. 
Even though these departments are more likely to see eye to eye 
and 
on most matters, because publicity^advertising perform extremely im-
portant segments of PR, it might be well to consider respective positions 
and how their efforts might be maximized. 
In the first place, consider that advertising
 A publicity functions 
have proceeded public relations in entering industry. Consequently PR 
'"Eugene L. Belisle, Professor of Public Relations, Boston Univ-
ersity, Boston, Mass. 
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las been made a subordinate of these in some cases. The present day 
concept of PR, on higher levels, usually construes publicity and adver-
tising as tools of the public relations function, however. 
Publicity specialists have greatly aided the development of 
public relations when they have pointed out that publicity- cannot solve 
a problem whose real difficulty can be eliminated only by a change in 
policy. Advertising has likewise aided the development of PR and al-
ready in many companies both functions are supervised by the same 
director. 
An outstanding example of the public relations, advertising and sales 
[promotion department is the Glenn L. Martin Company in Baltimore. Mr. 
Richard W. Darrow, director of PR, who guides the three activities, re-
ports directly to the executive vice president, as do the personnel and 
the industrial relations departments. But the PR department acts as 
fconsultant to the latter two.3 
For the above reasons and in order to present a unified, well 
coordinated effort, it is suggested that were an organization to be set-up 
at present, it would be advantageous to have the advertising, publicity and 
publications heads reporting directly to the PR director. The respons-
ibility carried by a PR director in this case would lend great support 
to his voice in presenting proposals to the top policy making level. 
Other schools of thought link the PR function with departments of 
industrial relations and personnel, sometimes in contradistinction 
to linking it with advertising. From the standpoint of providing a 
unified philosphy and approach to both internal and external relationships, 
4 
this possibility should also be considered. 
F. Generalists 
3Case History: From the files of Gilchrst and Spriggs, Boston 
Oniversity Instructors, Boston, Mass* 
S elisle, loc. cit* 
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Regardless of title and positions, there appear to be certain 
characteristics, which if ttue of the PR worker in a company situation, 
will increase the potentiality of making his way felt and in turn, 
presumably, his company more public relations spirited* 
The public relations man should have "free run of the company". 
[As John L. McCaffery, president of International Harvester Company, 
said before the Sixth Annual Conference of Business Public Relations 
Executives, "You ought to know more about it than anyone else in it 
except the president and a few senior officers. You have to know what 
your oompany is, what it does, how it does it, and why it does it that 
way." 
To become recognized as a generalist instead of a specialist is a 
consideration that can enlist prestige for the public relations posi-
tion, The personal advantage in being able to .enlarge the viewpoint of the 
various specialists in regards to over-all company procedures is a point 
for the PR person, whatever his title or position. And this is an im-
portant way he can gain prestige for the public relations department. 
It is to be remembered, however, that the public relations director 
should not use his broad knowledge of the company as a basis for telling 
the executive how he should go about activities. The wide background 
should be used to give PR advice that is more meaningful to each individ-
ual. Master minding is not the approach to gaining acceptance for public 
relations proposals.5 
G* Conclusions 
Company public relations representatives are working today under a 
variety of titles. Most of them are on a level equal to that of other 
Belisle, loc. cit. 
department heads although it is theoretically agreed that the best 
position would be one just under the president. More than 50$ of the PR 
departments surveyed do feel that they exert strong influence on the 
policy making level of their organizations. 
Placing allied functions under the PR director should lend more 
weight to the latter's say in management. Prestige is also gained in 
the organization fey gaining recognition as a generalist with a knowledge 
of the whole company but this knowledge should be used only to make 
PR advice more meaningful for each individual executive* 
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CHAPTER VII 
PRESTIGE AND RESPECT CONSIDERATION 
One phase of public relations about which there has been consid-
erable written is "what" the PR director is trying to sell. Emphasis 
herein is on "how" directors get across their ideas rather than "what" 
those ideas are. 
Without the "how", the "what" is severly handicapped. 
The function of the public relations practicioner as an advisor 
is one that depends largely upon his ability to merit and retain the 
[respect and support of the top-.management of'the-company. 
Some of the factors which exert strong influence on the PR 
director's attempt "to merit and retain the respect and support of the 
top management of the company" are discussed in this chapter. 
[A* Gaining Confidence 
One way of gaining the confidence of management is the same in-
practical ly all types of work. The director should know his job and his 
company very thoroughly. As an aid in selling public relations this was 
mentioned by almost every capable PR representative interviewed. Mr. 
Robert A. Edgar of the Boston and Maine Railroad attributed much of his 
successful public relations selling to a thorough knowledge of the 
activities of the company and its executives. If the PR man does have 
an understanding of the entire operation, it is much easier to lay 
out ideas that will be acceptable in the eyes of that particular manage-
ment and the whole PR program can be paced at a rate that is more apt 
to be acceptable. 
Past successes of public relations proposals weigh heavily on 
lj. Hadley Wright and Byron H. Christian, Public Relations In 
Management (New York: McGraw-Hill Book Company, Inc., 1949), p. 55. 
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determining how readily new programs will be adapted. 
It has to be done mostly from the inside by successfully comp-
leting the recommendations we have made and demonstrating their practical 
2 
ralue to the organization. 
At the same time the director should not try to impress manage-
ment with his past successes. If they are good—they will speak for 
themselves. 
H. L. Porterfield, Director of Corporate Relations of the Verney 
Corporation, contends that, "Too many public relations people try to 
Jver-justify their work. I assume the others know what my place in 
Life is little impressions are not necessary*" 
B. Importance of Character 
Common sense qualities of good character are essential to building 
strong, reliable relationships between the director and the executive 
itaff. The director should keep confidential data just that—confidential! 
'And don't make a promise unless you can and will stick by it."4 
The authority of others should always be respected, their interests 
touched, their aims appreciated. A little sincere praise, perhaps on a 
minor point, may make a good atmosphere for straightening out difficulties. 
The self-respect and self-confidence of another should be honored, not 
iuider mined. 
foC. E. Downing, Manager Public Relations Department, Eastern Gas and 
Fuel Associates, Boston, Mass. 
interview: H. L. Porterfield, Director of Corporate Relations, 
ferney Corporation, Boston, Mass. 
4 
Lecture: Philip S. Haring, Professor of Public Relations, Boston 
jjniversity, Boston, Mass. 
5Charles Perry McCormick, Multiple Management (New York and London: 
Sarper and Brothers, 1938), p. 80. 
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The nature of public relations requires a sense of loyalty on 
behalf of its company representative that is most essential. 
"A man who gives consistently loyal service to his chief will 
be all the more respected in the long run if he puts ahead of this, 
his loyalty to the company (including his colleagues and the rank and 
file), and beyond that, HIS DUTY TO THE PUBLIC."6 
Trying to strike a balance between a sense of "for the public 
good" and a sense of self preservation on the company pay roll has forced 
more than one PR representative to look for employment elsewhere. If 
this occurs everyone stands to lose—especially the company that forces 
a man to this action. 
C. How Important Personality? 
An interesting comment on the part that personality plays in the 
PR director's job is revealed in a survey of .twenty-five companies made 
[by a Boston University instructor. 
To the question, "In your opinion, what are the physical, person-
ality and educational requirements for this field?", characteristics of 
pleasing personality got more than twice the votes of the next category. 
"•...•..in the minds of these business leaders like Howard 
Chase of General Foods, June Richdale of Esso Standard Oil and Sam Gale 
of General Mills, pleasing personality is more important to your job in 
public relations than anything else. Now, these questionnaires used a 
variety, of words. I have lumped under the heading of pleasing person-
ality, the votes for that particular phrase together with tact, sense 
of humor, good appearance, ability to get along with people, ability to 
handle people, engaging, sympathetic personality, open-mindedness and 
friendliness. 
If these business leaders feel pleasing personality is that 
(important, perhaps we's better put more stress upon how we look and act, 
how well we express ourselves'" and sell our ideas, how much we like 
people and are sympathetic with them and charitable about their human 
weaknesses and failings and perhaps put less importance on the guide-
posts and rules. No, I don't quite mean that. We still have to have 
the training, the knowledge, the guides post and the rules. We have to 
have them ourselves but let us remember that our success in applying 
them may very well depend on how well we can get those people we are 
working with to like US before we expecV*£o like our ideas and adopt 
e. 
Mary Cushing Howard Niles, Middle Management (New York: Harper 
and Brothers, 1941) p. 87. 
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them*7 
Mr. C. E. Downing, Public Relations Manager of the Eastern Gas and 
iPuel Associates states on the other hand, "Results—not personality are 
!»hat counts." 
Recognizing the pitfalls of being tabbed a "personality boy" or 
"glad hander", a middle of the road approach seems most approporiate. 
Regardless of where an individual would be rated en a personality 
[scale, the main consideration is undoubtedly the genuine feeling that is 
epresented in the more obvious traits. If the public relations field 
[is to be respected as a profession at some future time, sincerity in 
personal relationships is certainly essential. Artificial friendliness 
does not insure the way to such a status. 
D. Age, Prestige and Educational Background 
Concerning personal relationships between the PR director and the 
executive, there are a certain few things which PRD's seemed to think made 
their persuasive job more difficult. 
The director's age factor was mentioned by some interviewees. 
Because public relations is a new field with broad horizons, young men 
aave been attracted to this profession and therefore the age factor is 
important. Although one man bluntly saiid, ''I have sensed age handicaps", 
the factor appears to be one of only initial contacts—before the man 
las an opportunity to prove himself. The answer to combating such a thing 
is to "know your stuff". Competence will over-shadow any age handicap. 
The president, in appointing the public relations person who faces an age 
disadvantage, may aid the man by bestowing upon him prestlge-bearing-rank 
Charles J. Gilchrest, "Job Prospects In Public Relations" 
(An address given April 4, 1949 to Tau Mu Epsilon, Honorary Public Relations 
Fraternity, Boston, University.) 
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—assuming the latter's capabilities merit the consideration.8 
The line executive enjoys a certain amount of prestige from his 
established high ranking position. In instances, this can considerably 
hamper the PRD's uphill selling. "There is no greater obstacle than being 
in a subordinate position," answered one PHD to the question about obstacles 
to selling public relations. A man with a very sizable salary deficiency 
may also be confronted by a prestige barrier. 
There seems to be little evidence that educational backgrounds 
affect the director-executive relationship. In rare cases, intellectual 
inferiority on the part of the executive will make him "unapproachable"* 
{The executive may assume an attitude of great dignity if fearful of 
9 
his own ability. 
It is important for PR people to avoid intellectual arrogance 
and to be willing to recognize values of executives with less intell-
ectual knowledge, should that be the case. 
Analogous to this business situation of differences in rank 
and prestige is the Management Training Course at Harvard. Reportedly, 
executives show a preference for older instructors of at least the 
professorship level—some even ask why Deans are not conducting all the 
executives courses. This is an indication that some of the afore-
mentioned factors do rate in the eyes of at least some administrators. 
Regarding educational backgrounds, about one third of the Harvard 
Management trainees do not have college backgrounds and it would seem 
likely that if this factor was significant—the effects of it would 
Lecture: Philip S. Haring, professor of Public Relations, 
Boston University, Boston, Mass. 
9 
Francis S. Drake and Charles A. Drake, A Human Relations Casebook 
?or Executives and Supervisors (New York: McGraw-Hill 1948), p. 145. 
be noticed by the teaching staff. None are in evidence. The actual 
receptivity for new ideas seemed greater in the case of non-college 
over college men in the estimation of one very capable professor. 
S. Conclusions 
A knowledge of job and company combined with successful demon-
stration will aid the director in securing top management confidence. 
The director's character is also a determining factor because 
in most cases, the job of selling public relations is done best on a 
person-to-person basis. 
Sincerity, instead of an artificial personality front is ess-
ential to strong ties between director and executives. 
Again, it is noted that the director will need to pace his 
program to executive differences in order to give his'suggestions the 
best possible opportunity of gaining approval. 
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CHAPTER VIII 
GUIDES FOR SELLING PUBLIC RELATIONS TO EXECUTIVES 
A. tfhich Executives? 
Whom, exactly does the director need to persuade in the execu-
tive group for advancing public relations policies and programs? In the 
questionnaire replys from forty four companies, twenty four directors 
report that suggestions are made directly to the president. Eighteen 
present proposals to the board of directors or the executive committee, 
ten to department heads and four to high ranking officers such as the 
chairman of the board. Two directors make suggestions to public relations 
committees. 
Obviously, proposals may be made to one or all of these mentioned 
by any one director depending on the scope of the proposal and the 
particular organizational set-up of a given company. 
The president, naturally enough, appears immenseley important. 
Some PR men feel he is "the key man" to sell—hoping that with his support 
the rest of the staff can be swayed. Exceptions were noted to this in 
instances where the president and the public relations representative 
were up against the rest of the executive board. 
At any rate, the president is certainly to be given extremely 
alert attention. Wright and Christian quote from Dun's review, "The Care 
and Feeding of Presidents". 
Go to the president with decisions, not for decisions. 
Go to presidents with fundamentals, not for details. 
iSe clear, concise, convincing. 
Be prepared. 
Be brief. 
Presidents embrace ideas and make their decisions on the basis of 
judgement, departmental recommendations; and sometimes by intuition, 
BOSTON UNIVERSHY 
SCHOOL OF PU3LIC RELATIONS 
LIBRARY 
hunch, tossing a coin, or for purely personal or emotional reasons-
ignoring the persuasion of science or facts—seldom enough to prove 
that they usually are wise and often enough to show that they are human.1 
In approaching executives with proposals the director should re-
member that the very top echelon of administrators is not the only 
group to consider as powerful forces in aiding the diffusion of public 
relations principles throughout the executive staff. The informal sphere 
Df influence that does not necessarily follow the organizational line of 
2 
command is an important consideration. 
Informal organizations are found within all formal organizations, 
the latter being essential to order and consistency, the former to 
vitality. These are mutually reactive phases of cooperation and they 
are mutually dependent.3 
The PR representative should take into account this informal 
organization, determine whether its influence is healthy or otherwise to the 
organization and then plan his relations with the group accordingly. 
B. Order of Approach 
To which executive echelon a particular proposal should be first 
[presented is an important question in PR counseling today. 
Some directors believe proposals should first go through the 
president's office—others feel that lower operating levels should be 
first approached. 
In the case of first' gaining presidential approval there is 
danger that executives will view the suggestion as an order which may 
thereby create resentment or unwilling acceptance and thereby lose 
effectiveness, It is important to seek acceptance of proposal via per-
J. Hadley Wright and Byron H. Christian, Public Relations In 
[Management (New iork: McGraw-Hill Book Company, Inc., 1949), p. 64. 
2Lecture: Eugene L. Belisle, Professor of Public Relations, Boston 
University, Boston, Mass. * 
3Chester I. Barnard, The Function of the Executive (Cambridge, Mass-
achusetts: Harvard University Press, 1938), p. 287. 
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suasion that convinces the executive of a proposal's worth rather than 
4 
by powering the suggestion through via the president's office. 
"...the staff expert must, if he is to be successful, confine 
himself to the method of augmentation and avoid reductive authority*"** 
Whenever possible, Mr. Donald MacCammond, of the Monsanto Chemical 
Company, approaches local management—then divisional. The New England 
Electric PR Director says it is usually best to approach the lower oper-
ating levels first in "99 times out of a hundred." The latter believes 
that if acceptance at that level is not forthcoming and the suggestion 
seems to be a worthy one, he will then go through the president and back 
to the local groups. In this case, the director thinks power pressure 
should only follow AFTER persuasion has failed. 
The real problem of approach is finally brought to light when, 
after recognizing certain advantages in going to lower levels before 
the president, it is recognized that this manner of approach may act-
to 
ually, be bringing bear the forces of group pressure upon the president— 
an unhealthy technique of persuasion. 
A logical solution to the dilemma has been suggested as follows: 
Proceed from the general to the specific. Confer with the pres-
ident on general public relations ideals in order to know where the 
president stands concerning generaljattitudes and philosophy proposals 
which you know are in keeping with the presidents over-all views. 
This form of procedure is less likely to give anyone involved 
the idea that they are being pressured into something. Such procedures 
make for healthy intra-executive relationships. 
"In working from the top down proceed from the general to the 
^Eugene L. Belisle, Professor of Public Relations, Boston Univ-
sity, Boston, Mass. 
Douglas McGregor, "The Staff Function In Human Relations" The 
Journal of Social Issues, 4:20, Summer, 1948. 
6Belisle, Loc. cl*» 
54 
specific. Confer with the president on general public relations ideals in 
jrder to know where the president stands concerning general attitudes and 
philosophy of public relations." 
"In proceeding from the executive to the president, proceed from the 
to 
specificAthe general—that is to say^-deal with individual executives on 
specific problems and proposals in such a way as to accomplish full 
understanding and willing acceptance of programs and solutions relating 
bo his area of activity which are deemed to be consistant with the gen-
5ral principles which the president has accepted. In as much as even these 
Specific programs or changes may then require presidential approval."" 
" The executive has arrived at acceptance without any sense of 
[pressure from top down and similarily, the president has accepted will-
.ngly in terms of general principles, views which are now to come to 
tr 7 
lis attention in terms of specific programs consistant with the view* 
p. Setting the Stage 
As implied throughout this study, to understand public relations 
it is necessary to have an insight to many allied subjects relating 
to the humanities. Pointing out these allied fields of thought to the 
Bxecutive. would appear to be a sound approach in selling public relations. 
The long range approach to developing an understanding of public 
[relations, as previously mentioned, will find the PR director in the 
[role of educator. 
Fundamentally the staff man—if he is to use augmentive methods 
[to influence line management behavior—must create a situation in which 
members of management can learn rather than one in which they are taught. 
B must acquire his own insights, discover for himself (with A's sympath-
etic aid) why his behavior has been inadequate to the problem at hand, 
[discover his own best answer, and ultimately accept full responsibility 
7 
Belisle, ldc. cit. 
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himself for making his solution work.8 (In this example A would be the 
PR director and B the executive he is trying to influence.) 
The educational approach might logically follow a process includ-
ing (r) information, (2) analysis, and (3) conclusions. The first 
3tep would involve the introducing of the executive to allied fields of 
PR. Information would be continually brought to hi? attention relative 
to these areas of wider significance. Often these areas are beyond 
the executive's usual field of perception. 
The second step, which entails the PR director guiding the exec-
utive to a point where he begins to analyze the Information, may be a 
slow development. Finally, as the information is analyzed and the 
executive begins to perceive these allied fields, and their meaning, 
conclusions are forthcoming as the relationship between the areas of 
wider significance and public relations is realized by the executive. 
A*s objective is to utilize his skill to create a situation in 
which B can learn, and. to make his knowledge available so that B may 
utilize it to augment his own'need satisfaction in ways consistent with 
the achievement of organizational objectives.9 
1. PR Director As a Catalyst 
The objective of the education process is thus to allow the 
line executive to better fulfill his responsibilities with the 
aid of an understanding of the underlying values jif public rel-
ations. The PR director in this long range conception of equip-
ing the executive with a public relations wiseness, acts as a 
catalyst and aids the executive in finding solutions to problems. 
...A can rarely provide help to B simply by analyzing the 
problem and offering a solution.10 
10 
^McGregor, op. cit., p. 14. 
'McGregor, op. pit., p. 16. 
McGregor, op. cit., p. 14. 
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The director can best serve the organization from a public 
relations standpoint by guiding management so that it can better 
guide itself. 
A striking example of how a director can make the most of 
every opportunity to carry out the information step is the follow-
ing story which points out the importance of human considerations.^*-
A mill manager did not seem to grasp the significance of 
developing an awareness for considering the human element in busi-
ness situations. 
The public relations representative of the company, to help 
show the need for such an awareness, tried to get the point across 
one day with the aid of a then current news story about Cathy 
Fiscus, the little California girl who fell down the abandoned 
well and for whom a gigantic rescue effort was made. Men had 
toiled for hours on end trying to dig her out before it was too 
late. The operation had taken on immense proportions and a huge 
hole was dug in an unbelieveably short time as a result of super-
human effort on the part of volunteer workmen. 
A few days after the unsuccessful attempt, all who had 
assisted the operation were offered a proportionate sum of money 
from a rescue fund that had been set up. 
Armed with this clipping, the director asked the mill 
manager, "If you were given this many men and told them you 
would pay them this large sum of money if they would dig a hole 
this deep in this amount of time—do you think they could do it?** 
The answer was no. And the director's accompanying ex-
11Interview: H. L. porterfield, Director of Corporate Relations, 
Verney Corporation, Boston, Mass. 
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planation about motives and human relations in general was con-
vincing. To develop thinking along these lines is one example 
of how executives may be conditioned so as to more easily accept 
similar ideas involving the human consideration in public re-
lations. 
2. Unsound Short Range Techniques 
Contrast the above example which would help set the stage 
for long range cooperation with a technique such as the following 
in which a public relations representative sought to enlist 
cooperation. 
In this case, the representative required aid in carrying 
out a public relations endeavor. Although top approval had been 
given, enthusiasm among most of the executive staff was lacking, 
and cooperation had been slow in materializing. At a special 
meeting, the PR director called for pledged support in carrying 
out the job. One at a time, the few who had previously agreed to 
assist stood up and restated their proposed support. The reason 
for this procedure was to put the others on the spot with hopes 
of high-pressuring them into cooperation. 
Artificial cooperation enlisted by such means, whether it 
be short range or not, is certainly not the kind of aid a director 
needs to guide a company in the ways of public relations. 
Consequently this study does not attempt to offer the PR 
director a set of techniques with which to win over management 
by tactfully pulling the proper trick from the proper bag at 
the proper time. 
D. Gaging the Situation 
Speoific presentations of public relations proposals, as contrasted 
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With long range public relations selling just discussed, also requires 
oareful preparation. 
Having previously recognized that executives should be approached 
on an individual basis in getting across PR concepts, it follows that 
specific presentations should be gaged to each executive or executive 
^roup. Some will be impressed by statistics while others may require 
anly a very general outline of the operation with little detail. Gener-
ally speaking, "Show respect for custom and traditions without becoming 
a slave to them," advises author Fred DeArmond. He further cautions 
to gage the "ready changers" and the "slow changers" and "to deal with 
things as they are—not as they ought to be".12 
Most persons with managerial experience agree that very young 
executives are open to new ideas. It is usually found that the next 
most flexible groups are senior executives at, or close to the top 
of their respective firms. These men have achieved success and are likely 
to be of high caliber; they often combine experience with the power of 
intelligent reflection.13 
Another example of this is the story of one energetic young 
officer in charge of public relations, among other things, for a large 
bank. His superior favored public relations in principle but never 
actually did anything definite about it, usually putting suggestions off 
indefinitely. The young officer now concentrates on selling junior 
senior officers and senior junior officers. He is young enough to hope 
to see his ideas come to light as the younger men assume greater respon-
sibilities. 
12 
Fred DeArmond, Executive Thinking and Action, (New York and London: 
McGraw-Hill Book Company, Inc., 1946) p. 196. 
13 
T. N. Whitehead, Leadership In a Free Society, (Cambridge: Harvard 
University Press, 1936) p. 107. 
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In addition to gaging the man, close attention should be given 
;he time and the place of presenting suggestions.1^ 
Such things as the time of day,what kind of a mood the executive 
is in and whether the approach would be most effective on an informal 
or a formal basis should be considered. Illustrating this is the follow-
ng statement made by a junior officer: 
"When I got to the Presidents antiroom, I knew from his voice 
;hat he was in an off mood and I decided I only had an unimportant 
rrand with his secretary."1' 
This example probably is not applicable as far as most FR dir-
ectors are concerned if their positions are of any importance whatsoever, 
[t is more likely that the president's off mood would be taken into 
consideration but it is doubtful that the discussion would be avoided.18 
E. Presentation 
Whether a specific program is presented orally or in written form, 
STright & Christian give the following advice to the PR director. 
As a sales instrument for use within the company, the public re-
lations executive will frequently draft a specific plan in writing, 
"etting forth objectives to be accomplished and the actions required for 
ulfillment. This not only will serve as a guide but will also give 
irection and coordination in carrying out the program. 
Such a written plan is outlined by author Mary Cushing Howard Niles: 
1, Proposal Outline 
Sometimes a desirable form for detailed presentation is 
as follows: 
(1) general synopsis of outstanding principles and results 
(2) the need for change, often indeed a description of the 
faults of the present system. 
(3) the proposed change, broken into 
(a) general principles requiring administrative action 
(b) subsidiary procedure which can be put into effect 
1 4D eArmond, 0£. cit., p. 196 
15, Mary Gushing Howard Niles, Middle Management (New York: Harper and 
Brothers, 1941), p. 73. 
16Eugene L. Belisle, Professor of Public Relations, Boston Univer-
sity, Boston, Mass. 
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hy designed persons down the line if the general 
principles are approved. 
(4) miscellaneous commenti 
(5) appendix showing details of present and proposed 
methods, Including, if desired, charts of the flow of 
work and statistics.1'' 
Numbering and indenting concrete suggestions may be an 
aid to attention. Another consideration added to the above list 
could be 
(6) presentation of an alternative plan. 
A program may be more effective if presented in a less 
formal attire. Regardless of the form, there are a few things 
that should be remembered. 
2. Other Considerations 
The proposal should be worked and reworked with logical 
answers formed beforehand to counter objections that may arise* 
This latter point of closely examining proposals before 
presenting it for approval was another phase of public relations 
selling that was highly emphasized by most of the directors 
interviewed for this study. 
When results of PR proposals cannot be dogmatically pred-
icted, as is often the case, Mr. Donald MacCammond, Monsanto 
Chemical Company, suggests that proposals be offered on two thesis. 
One, advise a particular step that will work towards achieving 
a specific goal. Two, if such a definite procedure is impossible, 
then advice can be offered on a basis of estimating effect. 
"If you do such and such, this or that is not likely to happen." 
The latter approach seems to be more adaptable to the nature of 
17Mary Cushing Howard Niles, pp. cit., p. 179. 
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public relations. 
If support for a proposal is slow in developing and 
confidence seems to be lacking, gaining approval on an exper-
imental basis offers an opportunity to work out further improve-
ments and counteract unanticipated difficulties.18 
Should a proposal fail to produce the results anticipated, 
whether the program be on an experimental basis or not, the 
director should try to point out why it did not work and make 
recommendations for future action. 
19 
P. Participation 
Enlisting the participation of executives in public relations 
activities offers an effective means of getting them interested and act-
ively concerned about public relations. 
For instance, in the writing of a speech, the PR director Is 
very likely to be better qualified to do the job and then merely get the 
signature of the executive concerned. But if the circumstances permit, 
it is better to request the executive to write the piece with your 
assistance if desired. It may be difficult to overcome the idea that 
speech writing is strictly a job for the PR department. The understand-
ing that comes from doing is much greater than from just acknowledging. 
As Director Porterfield brought out, "fhink back when you were a 
a child. You liked toy boats but the one you built your self seemed 
best." Porterfield emphasized his faith in using participation as a 
selling agent by contending that you should "put the other guy to work 
even if you have to sit around doing nothing—waiting for him to do it." 
18. 
Mary Cushing Howard Niles, op. cit., p. 179. 
19 Porterfield, loc. cit. 
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The same idea may be carried through in asking for help and advice 
from executives. "Go for help...ask him how we can have better public 
relations make him think and he'll suggest. It may be hard to sell 
someone else any idea but it's a cinch to sell ourselves." 
G. Continual relation 
Interest must be created in the specific suggestion to merit 
consideration. Besides keeping the executive interested, it is import-
ant to keep him informed of other public relations developments within 
the company that might not affect his duties and consequently escape his 
attention. In this way, management may be kept up to date, interest 
maintained and new developments will be gradual rather than violent. 
It helps to let each new thing preserve a link with the old. 
H. Conclusions 
Presidents, executive boards and department heads are the princ-
ipal groups to which PR directors present suggestions. Informal spheres 
of influence would be considered and the problem of deciding which 
executive level to approach first may be relieved by first determining 
general public relations policies with the president and then taking 
up specific details within in that over-all area with individual execu-
tives. 
Executives should be conditioned to public relations ideas through 
the director's educational efforts giving the executive an understanding 
of allied fields. The director can best serve the organization by 
guiding management so that it can better guide itself. 
The actual presentation of a PR proposal should be well thought 
out and planned in detail. Results will usually not be dogmatically 
20 
Philip S. Haring, Professor of Public Relations, Boston Univer-
sity, Boston, Mass. 
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predicted but tenative goals can be set and general forecasts outlined. 
Convincing executives to think in terms of public relations is a 
continuous job. Guiding their thoughts to this area is a process of 
jducation and repetition, backed by demonstration, that will aid execu-
;ive understanding. 
CHAPTER IX 
COMMUNICATIONS AND AIDS TO THE DIRECTOR 
A. PR Department: Communication Responsibilities 
According to the survey made in conjunction with this study almost 
75% of the 40 companies responding to a question asking who communicates 
approved PR suggestions on to the executive force reported that this was 
sither partially or wholly the responsibility of the public relations 
[department. 
In nineteen companies it was the job of the PR department, exclus-
ively, in eight companies the president's office as well as the PR depart-
ment also sent out PR suggestions, and in only four companies did the 
approved PR proposals go out exclusively from the president's office. 
In two companies approved suggestions were communicated to the staff via 
the PR department and other department heads and in seven companies 
suggestions were disseminated via the department heads exclusively. 
B. Communication Media 
Thus in most cases it would appear that the PR department must 
concern itself with seeing that once it has gained top management approval, 
it must then make sure the executive force gets the word. When the com-
panies surveyed were asked what media were used to pass on the approved 
suggestions to executives, answers were divided as below: 
Responses 
32 
32 
30 
16 
16 
14 
10 
10 
5 
3 
6 
Media 
Meetings 
Memos 
Person to person 
Publications 
Indoctrination Training 
lews Letters 
Visual Aids* 
Booklets 
Conventions 
Forums 
Others 
•The value of visual presentation should also be highly regarded 
and used whenever practical. Sketches may aid in explaining a suggestion 
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and more dramatic visualizations are important aids when dealing with a 
group.1 
1. Person to Person 
Although the above questionnaire results do not con-
clusively show preference of the spoken word over the written 
word as a media of communication to executives, interviews with 
directors indicated that "person-to-person" contact is the most 
effective single manner of communication* 
A combination of the three is even more effective. The 
Bethlehem Steel Company, according to a letter by John C. Long, 
Director of Publications, goes on this assumption. 
". the usual procedure on a particular problem is for 
one of our staff to have an informal chat with whatever other 
department is concerned, then the result is put down in nemo 
form for guidance in action, and for the record. In addition, 
the projects may be discussed at meetings, conventions, and in 
printed matter." 
Others speak of the person-to-person contact as "unquest-
ionably the best" and "nothing beats person-to-person". 
In other words, the practical, working public relations man 
is dealing with and in people. You've got to have your own ideas 
and solutions, but you'll NEVER get anywhere until you can con-
vince your client or your bosses to act, think and move in the 
direction of improved public relations policy, planning and action 
and at the same time get the cooperation rather than antagonism of 
the department heads around you* 
2. The Written Word 
The written word also plays a domineering part in the com-
munication picture also* 
The extensive committee programs as earlier described in 
the Hood Company and New England T & T, are closely interlinked 
1Eugene L. Belisle, Professor of Public Relations, Boston University 
Boston, Mass. 
2Charles J. Gilchrest, "Job Prospects In Public Relations" (An 
address given April 4, 1949 to Tau Mu Epsilon, Honorary Public Relations 
Fraternity, Boston University). 
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by written reports of each committee activities at the different 
levels. A fortnightly news bulletin was issued by the Hood Company 
to pass on committee progress as well as outside public relations 
developments. New England T & T makes use of newsletters that 
carry excerpts of the minutes of the various committee meetings. 
These letters circulate both up and down. 
Leo Nejelske has offered a comprehensive guide for compos-
ing and using memoranda in "Communications in Practical Affairs." 
He points out the danger of assuming that the mere act of 
committing instructions to paper will see that particular task 
through to completion. It is advised to consider such factors 
as timing, in order that important memos will not hit the recip-
ients desk at a bad time* 
It is necessary to exercise care in the preparation and 
distribution of memos, however, in any large organization it is 
universe to circulate memos to those definitely not concerned, 
as the volume of irrelevant communications causes relevant ones 
to be buried. 
Negelske warns that the human factor cannot be eliminated. 
"We must weigh who is communicating what for what purpose and 
place on a scale all the considerations that add to our under-
standing of the personality, the motivations, the objectives 
and the capacities of the communicator* Do not assume greater 
knowledge than the recipient has", and remember that "no medium 
is best for every form of communication.p 
Also to be regarded is the esteem held for the communi-
cation by those to whom he is addressing himself. 
The status of the communicator "halos" his communication. 
3. Committees 
To acquaint a whole executive staff with public relations 
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is a large scaled operation in some companies. To allow the PR 
director and the department to serve in its fullest capacity, 
public relations committees of various forms and functions can 
be set up to aid in the communication of public relations ideas 
from director to executives and executives to director. 
It has been my experience that one of the most difficult 
chores in carrying on a public relations program is not selling 
the boss so much as selling the key executives to get their 
sympathy and support and cooperation. If I may speak from per-
sonal experience, we tried various and sundry means of doing 
that, but none of them were very successful. Several months ago 
we hit upon the idea of having what we called, for lack of some-
thing better, a Round Table Public Relations Luncheon, once a 
month. 
I sold my superior on the idea, and we selected a group of 
key executives. I sent out a call for the first meeting about a 
week before. The day before the meeting, my chief asked me how 
many were coming, I answered, "You and I." He said, "What 
about the others?" I said, "They've all got something more 
important or other engagements." He said, "You call them up and 
tell them all I want them there." 
They came reluctantly at first, rather antagonistically, 
but those meetings today are largely run and conducted by those 
men themselves. They suggest the topics and the subject to be 
discussed. It is at least one desirable way of getting the 
sympathy and cooperation *>f your key executives. You can get them 
to talk about their own problems, get them away from their desks 
and into the meetings. 
When we started we had a lunch and then we would have a 
half hour or forty five minutes of discussion, but now the 
meetings last from two to three hours* All are interested, and 
we get a great deal more support and sympathy for our whole 
program. 
One type of committee program was described by George A. 
Kelly, Executive Vice President of the Pullman Company: 
The committee itself will vary in influence from company 
to company. The public relations council of the John Hancock 
Company consists of a good cross section of the managerial level. 
3Rex F. Harlow and Marvin Black,Practical Public Relations (New 
York: Harper and Brothers, 1947), pp. 347-48. 
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Suggestions are considered at length and if they are considered 
to affect policy, the president and the executive committee decide 
on them. 
4 
a* H. P. Hood Committee System 
The H. P. Hood & Sons Company, Boston Milke'company, 
has an extensive committee system that operates on a region-
al basis, embracing all Hood operations. After an initial 
company dinner sponsored in 11 sub-regions, the program was 
set up on a voluntary basis for branch managerial people 
and allowed to expand without top management pressure. Its 
potentiality as a communications link increased until a free 
flow of ideas was realized and a year after its origination 
some 250 ideas, projects and plans had been suggested and 
were at various stages of being put into effect as a 
result of the committee program. 
Following the circular technique, complete particip-
ation by all attending the meetings was enlisted. Between-
meeting activities were reported, discussed and suggestions 
passed on to other committees and top management. Public 
relations gradually became an integral part of thinking 
throughout the Hood Company. The program is still in 
operation today. 
Some early difficulties in the system were ironed 
out when the sincerity behind the endeavor became known. 
Suggestions were at first taken as personal criticism and 
^Lecture: Eugene L. Belisle, Professor of Public Relation, Boston 
University, Boston, Mass. 
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dissatisfaction on the committee level was registered when 
5 
proposals failed to be approved. 
b. New England Telephone and Telegraph 
Another commendable program has been worked out by 
the New England Telephone and Telegraph Company. On the 
top level is a General Public-Personnel Relations Committee 
made up of the department heads and assisted by a General 
Advisory Committee of staff officers who cover details and 
make reccomraendations to the former. A representative 
of the public relations department is secretary of the 
general committee and performs laison services. Each of 
the six divisions has a public-personnel relations comm-
ittee composed of the divisional superintendents repres-
enting each department. A third type committee exists on 
level 
the districtAand meets at least one afternoon on a monthly 
basis to discuss public relations matters. 
c. New England Electric System 
The New England Electric System made effective 
temporary use of public relations discussions at the district 
level when threatened in 1948 with legislative difficulties. 
Managerial and supervisory people gathered in several 
cities in groups of from twenty to thirty where the company 
PR director explained the problem and the need for concerted 
action. Action was forthcoming and the ensuing legislation 
was considerably influenced as a result of actions by 
those attending the meetings. 
5 
Harlow and Black, op. cit., p. 350. 
interview: John W. Chapman, Public Information Supervisor, New 
England Telephone and Telegraph, Boston, Mass. 
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d. Caterpillar Tractor 
The Caterpillar Tractor Company of Peoria, Illinois 
has no public relations department as such but keeps itself 
aware of developments via a conference system whUk exped-
iates PR projects and encourages participation by execu-
7 
tives with quasi-public relations functions. 
From all appearances, the plan is highly successful* 
An order signed by the president of the company can gal-
vanize his associates into action; the same order can create 
resentment and reluctant compliance at best if it is signed 
by his secretary. 
The four companies, as mentioned before, who sent 
out approved public relations suggestions exclusively 
through the president's office must agree with this reason-
ing. 
Public relations directors, in the course of interviewing, 
noted other methods of using written material to help convince 
executives. Every piece of literature that goes out of the public 
relations department, regardless of the specific public it is 
aimed at, will also be read by the executive staff in most cases. 
One director believed that all publications should be written 
with this point in mind and that subtle references therein, when 
appropriate, offered another avenue of approach to the executive.8 
C. Miscellaneous Aids 
~ One of the most convincing supports that an internal PR represent-
Jerry Cook, (A personal letter prepared by News Service, Cater-
pillar Tractor Company, Peoria, 111)* 
interview: C. E. Downing, Manager Public Relations Department, 
Eastern Gas and Fuel Associates, Boston, Mass. 
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ative can be given in attempting to sell a specific program or idea is 
outside confirmation of the success of a similar idea as used in another 
company. 
New ideas in the PR field are quite rapidly picked up when one 
organization has successfully used a new procedure. 
In attempting to gain a very general view of some of the more 
jprevelant outside sources that may help Influence executives to think in 
terms of public relations, the questionnaire used in conjunction with 
this paper asked, "What outside sources seem to make your executives 
more public relations minded?" 
There were nineteen votes for trade associations, twelve for 
local business clubs, seven for books written about public relations and 
sixteen miscellaneous sources. 
The latter classification Included three votes for the general 
press and one each for the following: 
Social contacts 
Other industries 
General reading 
Seminars 
Exper i ences o f o ther PR departments 
Radio news 
Public Relations News 
Other public relations directors felt their executives were public 
relations minded because of the intimate experiences their companies 
had had with the subject. 
John C. Long of the Bethlehem Steel Company who supplemented his 
questionnaire with a two page, single spaced letter, wrote: 
Actually, however, the steel industry for many years has been 
public relations conscious. It has been so continually in the limelight 
that its executives could not be unaware of the obligation to have 
regard for public opinion*. 
1. Publications 
There are several trade publications that feature articles 
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pertaining to public relations. These include The Public Relations 
Journal, Printer's Ink, Tide, Editor and Publisher, Public Opinion 
Quarterly and Channels. Numerous others carry items from time to 
time. A news letter called Public Relations News is published 
weekly and seems to be highly regarded according to a recent survey. 
Public Relations News is among the three newsletters most 
widely read by policy-making executives, according to a survey 
reported in the May (1949) issue of the Harvard Business Review. 
Among almost 600 commercial and financial digest and information 
services available, Kiplinger Washington Letter, Whaley-Easton 
American Letter and Public Relations News were most often mentioned 
by 9000 top executives questioned by editors of the Review. 
* * * 
p. Conclusions 
The public relations director may be aided by numerous agents in 
his endeavor to educate executives PR-wise. 
Company committees for diffusing public relationVideas both up and 
[down are highly valuable assistants. The written word, although report-
edly not as effective as the personal approach, is also an avenue of 
communication and may be fired at the executive via memos and publications, 
person-to-person is the most affective single line of approach. 
Publications and other outside agents such as trade associations 
and magazines, social contacts, books and newspapers lend additional 
support to the PR director's continual process of educating executives 
in public relations* 
*See Appendix II for publication addresses. 
CONCLUSIONS 
To gain a comprehensive understanding of public relations concepts, 
the executive must be guided through a conditioning period that acquaints 
him with the broader, underlying values of public relations including 
fundamental knowledge of human relations. 
The educational function as performed by the PR director is most 
affective on a person-to-person basis and should take into account the 
numerous influences that affect executive behavior. 
Marked by strong intra-personal relationships and a sincere desire 
to aid the executives for the good of the organization, the public re-
lations director as a catalyst, seeks to develop a long range, lasting 
understanding of PR on behalf of the executive. Short range, high pressure 
techniques are unsound. 
The director is aided in his objective of making public relations an 
integral part of top management policy by the private PR consultant, whose 
activities are viewed as a standard bearer for the whole field, and the 
association, which plays a vital role in the general diffusion of public 
[relations. 
Finally, in considering the complexity of the PR person'3 task as 
outlined herein, the following qualifications discussed by.Editors Glenn 
and Denny Griswold for a successful public relations man, seems to be a 
fitting cl.ose for this study. 
"He must be able to base his judgment on provable facts and have 
the courage and integrity to defend his judgments against the immature 
prejudices and opinion even of top management. On the other hand, he 
must have high qualities as a diplomat and the ability to recognize that 
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le is a teacher rather than a crusader. 
He must be innately a student and an analyst. The one indis-
bensible qualification of such a man must be his affection for and his 
understanding of human beings and the ability to interpret every decision 
fLn terms of the natural human reaction to it* 
It goes without saying that he must conspicuously stand for the 
highest standards of ethics and integrity." 
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Wagner, John W., Assistant to Vice President, Texas Mid-Continent Oil 
and Gas Association, Dallas, Texas. (Letter) 
Waters, R. P. Jr., Second Vice President in charge of Public Service, 
John Hancock Mutual Life Insurance Co., (Letter) 
Waugh, Donald R., District Representative, Fred Eldean Organization, Inc., 
Boston, Mass. (Interview) 
White W. T., Director of Public Relations, Seaboard Air Line Railroad 
Company, N o r f o l k , Va. ( L e t t e r ) 
^Tilber, James P . , D i r e c t o r of P u b l i c R e l a t i o n s , S h e r a t o n C o r p o r a t i o n of 
America, B o s t o n , Mass* ( I n t e r v i e w ) 
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APPENDIX I 
A. QUESTIONNAIRE 
A questionnaire was mailed to public relations departments of 
71 companies in connection with this study. Of these, 48 companies or 
57.7$ of those requested, returned completed questionnaires. 
A one page mimeographed letter accompanied the one page question 
form. Following are the letter and questionnaire as mailed out* 
Mr. John Doe 
Director of Public Relations 
Acme Corporation 
New York, New York 
As a graduate student of public relations at Boston 
University, I am in the process of writing a thesis con-
cerning the diffusion of public relations practices 
among executives* 
With the aid of experienced men in the field, I hope 
to collect data that may be of some assistance to public 
relations personnel* 
Your answers to the enclosed five questions will be 
extremely valuable in compiling a nationwide view of this 
problem and your cooperation will be most sincerely 
appreciated. 
Sincerely, 
Ernest T. Marshall 
521 Beacon Street 
Boston, Massachusetts 
Enc. 
(Company's Name) (Your Name) ( T i t l e ) 
I . What p o s i t i o n d o e s t h e p u b l i c r e l a t i o n s d i r e c t o r ho ld i n your organ-
i z a t i o n ' s l i n e o f command? (Check One) . 
A . — a d v i s o r t o the p r e s i d e n t . 
B . — o n a l e v e l equal to t h a t o f any o t h e r department . 
C — s u b o r d i n a t e d to another department* 
I f C i s checked , p l e a s e name t h e department 
D . — I f o t h e r than A, B, or C, p l e a s e d e s c r i b e p o s i t i o n 
[2. Which o f t h e f o l l o w i n g s t a t e m e n t s b e s t d e s c r i b e s your p u b l i c r e l a t i o n s 
work? 
A . ~ e x e r t s t r o n g i n f l u e n c e on t h e p o l i c y - m a k i n g l e v e l . 
B . — e x e r t mild i n f l u e n c e on t h e p o l i c y - m a k i n g l e v e l . 
C — s e r v e c h i e f l y a s a p u b l i c i t y c r e a t i n g department . 
D * - - I f o t h e r t h a n A, B, or C, p l e a s e d e s c r i b e f u n c t i o n 
[3* To what group or p e r s o n do y o u p r e s e n t s u g g e s t i o n s f o r improving y o u r 
o r g a n i z a t i o n ' s p u b l i c r e l a t i o n s ? 
(group or p e r s o n ' s t i t l e ) 
4 . ( a ) . I f your PR s u g g e s t i o n s a r e approved by t h e above group or p e r s o n , 
t h e n who p a s s e s the s u g g e s t i o n s on t o t h e e x e c u t i v e f o r c e ? 
A . — t h e p u b l i c r e l a t i o n s department . 
B . — t h e p r e s i d e n t ' s o f f i c e . 
C . ~ I f o ther than A, or B, p l e a s e name t h e p a r t y 
( b ) . What media are used t o pass on the approved s u g g e s t i o n t o t h e 
e x e c u t i v e f o r c e ? 
Mee t ings News L e t t e r s I n d o c t r i n a t i o n t r a i n i n g 
Forums P u b l i c a t i o n s V i s u a l Aids 
P e r s o n - t o - p e r s o n B o o k l e t s , Convent ions 
Memos Short c o u r s e s 
Others 
(IF YOU COULD CONVENIENTLY SEND ANY EXAMPLES OF THESE VARIOUS 
MEDIA, THIS STUDY WOULD BE GREATLY ENHANCED.) 
5 . What o u t s i d e s o u r c e s of i n f o r m a t i o n seem t o make your e x e c u t i v e s more 
p u b l i c r e l a t i o n s minded? 
A . — t r a d e a s s o c i a t i o n s 
B . — l o c a l b u s i n e s s c l u b s 
C — b o o k s w r i t t e n about PR 
D . — o t h e r s 
THANK YOU VERY MUCH FOR YOUR TIME AND COOPERATION 
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B.COMPANIES COMPLETING QUESTIONNAIRES 
The following 48 companies returned questionnaires-* 
all it Chalmers Manufacturing Company 
American Car and Foundry Company 
American Mutual Liability Insurance Company 
American Optical Company 
American Telephone and Telegraph Company 
Armstrong Cork Company 
3ethlehem Steel Company 
3orden Company, The 
Caterpillar Tractor Company 
Cessna Aircraft Company 
Chase National Bank, The 
Chesapeake and Ohio Railway Company 
)ouglas Aircraft Company 
Sastern Gas and Fuel Associates 
?red Eldean Organization 
pood Machinery and Chemical Corporation 
?ord Motor Company 
Jeneral Electric Company 
Jeneral Shoe Corporation 
International Harvester Company 
Jack and Heintz Precision Industries 
John Hancock Mutual Life Insurance Company 
Lever Brothers Company 
ilaytag Company, The 
aonsanto Chemical Company 
Milwaukee, Wisconsin 
New York, N. Y. 
Boston, Mass. 
Southbridge, Mass 
New York, N. Y. 
Lancaster* Pa* 
Bethlehem, Pa* 
New York, N. Y. 
Peoria, 111, 
Wichita, Kansas 
New York, N. Y. 
Cleveland, Ohio 
Santa Monica, Calif. 
Boston, Mass. 
New York, N. Y. 
San Jose, California 
Detroit, Mich. 
Schenectady, H. Y. 
Nashville, Tenn. 
Chicago, 111. 
Cleveland, Ohio 
Boston, Mass. 
Cambridge, Miss. 
Newton, Iowa 
Everett, Mass. 
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E l d f C o n t i n e n t A i r l i n e s 
N a t i o n a l Shawmat Bank 
New England E l e c t r i c Sys tem 
Hew England Mutua l L i f e I n s u r a n c e Company 
EJew England Te lephone and T e l e g r a p h Company 
t?ew York, New Haven and H a r t f o r d R a i l r o a d Company 
Nu-Way Company, The 
Polaro id Company 
Seaboard Air L ine R a i l r o a d Company 
S e r v e l I n c o r p a t i o n 
S h e l l O i l Company 
S h e r a t o n C o r p o r a t i o n of America 
S y l v a n i a E l e c t r i c p r o d u c t s Company 
S t a n d a r d O i l Company o f N. J . 
Texas M i d - C o n t i n e n t O i l & Gas A s s o c i a t i o n 
Union O i l Company of C a l i f o r n i a 
Uni t ed Ai r L i n e s 
U n i t e d - C a r r F o s t e n e r C o r p o r a t i o n 
Uni ted S t a t e s Rubber Company 
Uni ted S t a t e s S t e e l C o r p o r a t i o n 
Verney C o r p o r a t i o n 
Wes t inghouse E l e c t r i c C o r p o r a t i o n 
Wes te rn Union T e l e g r a p h Company 
Kansas C i t y , Mo. 
B o s t o n , M a s s . 
B o s t o n , M a s s . 
B o s t o n , Mass . 
B o s t o n , M a s s . 
B o s t o n , Mass . 
Rock I s l a n d , 111* 
Cambr idge , Mass 
N o r f o l k , Va. 
E v a n s v i l l e , I n d . 
New York , N. Y. 
B o s t o n , Mass* 
New York, N. Y. 
New York , N. Y. 
D a l l a s , Texas 
Los A n g e l e , C a l i f « 
C h i c a g o , 111 . 
B o s t o n , Mass 
New York , N. Y. 
B o s t o n , Mass . 
B o s t o n , M a s s . 
P i t t s b u r g h , P a . 
New York , N. Y. 
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C* Results 
The results of the survey are listed below. The numbers 
represent the number of companies checking each particular choice 
or the number of write-in selections. 
1. What position does the public relations director hold in your 
organizations line of command? (Cheek One) 
A.17 advisor to the president 
B.32* on a level equal to that of any other department. 
C. 3 subordinated to another department 
2 no public relations department 
2. Which of the following statements best describes your public 
relations work? 
A»*J7 exert strong influence on the policy-making level. 
B.T2 exert mild influence on the policy-making level 
C* 9 serve chiefly as a publicity creating department. 
1 carry out executive policy 
1 information to public 
3. To what 'group or person do you present suggestions for improving 
your organization's public relations? 
24 president 
16 department heads or company affairs 
10 executive committee or board of directors 
4 local management 
3 chairman of the board 
1 assistant to president 
1 sales manager 
1 vice president in charge of personnel 
1 supervisors 
1 executive vice president 
i 1 public relation committee 
4* (a). If your PR suggestions are approved by the above group or 
person then who passes the suggestions on to the executive force? 
A.29 the public relations department. 
B.II the presidents office. 
1 appropriate officers 
1 sales manager 
(b). What media are used to pass on the approved suggestion to the 
executive force? 
32 meetings 
32 memos 
30 person to person 
16 publications 
5. .What outside sources of information seem to make your executives 
more public relations minded? 
T9 trade associations 
T2 local business clubs 
7 books written about PR 
4 the press 
*"T Public Relations News 
1 The Joint Committee of ANA-AAAA, 
420 Sexington Ave, N.Y.C. 
1 general reading about current problems 
"T forums and meetings on public relations 
1 staff conferences at all levels 
1 social contacts of all kinds 
65 
16 indoctrination training 
14 news letters 
15" visual aids 
15" booklets 
5 conventions 
"3 forums 
6 others 
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APPENDIX I I 
A d d r e s s e s o f p u b l i c a t i o n s t h a t f e a t u r e a r t i c l e s p e r t a i n i n g t o 
p u b l i c r e l a t i o n s i n c l u d e : 
Channe l s M a g a z i n e , 130 S . 22nd S t . , New York , N. Y. 
E d i t o r and P u b l i s h e r , S u i t e 1700 Times Tower , 1475 Broadway, 
New York , 18 , N. Y. 
P r i n t e r ' s I n k , P r i n t e r ' s I n k P u b l i s h i n g Company, 205 E . 42nd S t * , 
New York, 17 , N. Y. 
P u b l i c O p i n i o n Q u a r t e r l y , Box 231 , P r i n c e t o n , N. J . 
P u b l i c R e l a t i o n s J o u r n a l , 665 F i f t h a v e , New York , N. Y. 
P u b l i c R e l a t i o n s News, 52 V a n d e r b i l t Ave, New York , 1 7 , N. Y. 
T ide M a g a z i n e , T i d e P u b l i s h i n g C o . , 232 Mad i son a v e , New York , N. Y. 
